Are You Satisfred with Your Sales 
ies Oe Grade Juvenile Shoes? 


If not... here’s A Sure Way to ) Sell More Children’ s Shoes 
to Today’s Value-Conscious Mothers.. 
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“At Knapp’s we strive to build the ideal service shoe. 
The ideal soling material for it is neoprene.” 


MR. ELWIN D. KNAPP, 
Executive Vice-President, 
KNAPP BROTHERS 

SHOE MANUFACTURING CORP., 


Brockton, Massachusetts 


Knapp Bros. shoes have won a reputation for 
outstanding durability throughout the country. 
When you ask Mr. Elwin D. Knapp for the 
reasons, he ll mention quality construction, com- 
plete factory fitting service. and neoprene soles. 
And just to show you how important neoprene 
soles are. Mr. Knapp can bring out one letter 


after another from enthusiastic customers. 


For example. a railroad section worker in 
West Virginia says he wore one pair of neoprene- 
soled shoes for three years. Another Knapp shoe 
customer states that he has worked five years 
in a Georgia service station without replacing 
the original neoprene soles. Still another cus- 
tomer. a New York City patrolman. reports 
that the neoprene soles have plenty of wear 
left after four years of service. To top them 
all. there is the man in Indiana who has worn 


Knapp shoes since 1939 and has yet to wear out 





a neoprene sole. 


This performance is all the more impressive. 
Mr. Knapp reports. when you consider the un- 
usual durability of neoprene soles under the 
most difficult working conditions. They come 
through cold-weather service without) crack- 
ing or losing their flexibility. They are used 
on hot floors without softening. And in thou- 
sands upon thousands of Cases. they ve proved 
their resistance to oil. grease. chemicals. 
abrasion and cutting. 

The job record of heoprene soles is one 
reason why heavy-duty service shoes account 
for 40° of the Knapp business today. You'll 
find them a lasting sales asset. too. E. 1. du Pont 
de Nemours & Co. (Ine.). Elastomer Chemicals 
Dept.. Wilmington 98. Delaware. 
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NEOPRENE 


Better Things for Better Living 
... through Chemistry 





Sure Sales 
Booster 


: Keeping Youngsters 
ea Happy in 





Flabintonies, 


FOR CHILDREN OF ALL AGES 


MAGALINE 


No. 4125 4 No. 6689 


In stock f f In stock 
Black Oxford with ; White Bal Saddle Oxford 
Allenite Tip AT Blue Saddle, White Nap 
81%, to 12, A to E ‘ oar Sole 
12%. to 3, A to E ‘ 81, to 12, BtoE 
Also in-stock in Brown " 12% to 3, Bto E 


Kali-sten-iks have the appeal that 


Flalistoniben Mothers and children are looking for. 


Style, quality and craftsmanship make 
Kali-sten-iks a capital asset in any store. 


| THE GILBERT SHOE CO., THIENSVILLE, WISCONSIN 


July 15, 1958 
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you have to push 
the right buttons 
to be a success 


less returns, less walkouts. These are facts we have from stores who keep pushing \Waam 


the right buttons successfully! 
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COLORS 
ARE IN 

HIGH FASHION 
GEAR 


P~ 


BY the whitest / fl 


whites 


NO OTHER TANNERY IN AMERICA 
SERVES SO MANY FASHION 
TRADES. LEVOR COLORS ARE 
CO-ORDINATES IN EVERY SENSE. 


BOOTH 75 at the LEATHER SHOW. 
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KLORSHEIM 


HAND STAINED CALFSKIN 


THE TRADITIONAL 
“BOOTMAKER” FINISH 
OF THE 
COLONIAL AMERICAN 
TANNER 


July 15, 1958 


Florsheim is never satisfied with anything short of 
the finest! Calfskin and tanbark may produce the 
world’s finest leather, but a touch of tallow mixed 
with umber, and rubbed in with loving care produ 
ces a finish so downright “‘man-right,’’ you’ ll say, 
““that’s for me!’’ It’s the new in styling—with the 
mellow ‘ ‘cared for’’ look most men /ée in the things 
they like »ost—their pipes and books, and, of course, 


their Florsheim Shoes. 


Iustrated: Upper Left, the VixinG, 93602; long-cwing 


blucher, with storm elt, in hand-stained calf. $29.9. 


Center, the KeNMoor, 3/3 ; conventional custom wing 


up with sewed heel seat, in hand-stained calf. $22.9 


Upper right, the Vikine 16.3¢ un toe hlucher, wath 





Mr. NEOLITE says: 


“Millions of . 








EOLITE SOLES 
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parents know that 
best for children’s shoes!” 


THAT’S WHY NEOLITE IS SUCH A POWERFUL 
SALES BUILDER FOR CHILDREN’S LINES! 


The selling power of NEOLITE Soles is greater 
than ever these days. It’s because mothers to- 
day are especially economy minded and quality 
conscious—they’re looking for extra value in 
return for the money they spend. 

NEOLITE delivers the greatest package of 
extra value in the soling industry. NEOLITE 
Soles are flexible . . . to give extra comfort; 
damp-proof . . . to give extra protection; long 
wearing ...to give true economy, so important, 


NEOLITE HELPS SHOES 


LOOK BETTER. 


i 
/ 


WEAR BETTER... 


“Helps them 
WALK BETTER... 1 SELL better, too! 


especially on children’s shoes! You add the sell- 
ing power of value-plus to your children’s lines 
when you sole them with NEOLITE! 
* * * 

Get all the facts, including the amazing rec- 
ord of how NEOLITE has boosted the sales of 
dozens of children’s shoe brands. See your 
Goodyear Representative, or, if you prefer, 
write to Goodyear, Shoe Products Division, 
Akron 16, Ohio. 
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Watch GOODYEAR THEATER on TV—every other Monday, 9:30 P.M., E.D.T. 


MADE 
ONLY BY 


July 15, 1958 


GOODFYEAR ‘3 . 


NEOLITE, AN ELASTOMER-RESIN BLEND, T M —THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 





actually 
tell 
your 
customers 





KAN QS a 
THERE’S ‘PELLON: INSIDE 


Now-—the fabulously soft, amazingly resilient innersoles made of the famed non-woven chemo-textile, are imprinted with 
Low the magic word . . . PELLON! Retailers and consumers alike recognize this great brand name at first glance. That’s why 
PELLON innersoles not only perform better but sell better. So let everybody know that your footwear offers the plus- 
features of PELLON . . . with imprinted innersoles . . . and with this informative little consumer booklet, ‘‘There’s Pellon 


“= Inside,” available for insertion in your shoe boxes. 


PELLON CORP. [Empire State Bldg., New York 1, N. Y. 


Shoe Sales Division: 


IRVING J. FIFE & CO. 432 4th Avenue, New York, New York 


ed trademark of the Pellon Corp. Pellon is produced and manufactured under patents exclusively by the Pellon Corp 
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LONGER LEISURE HOURS 
INCREASE THE DEMAND 
FOR COOL FABRICS AND 


Shige COMFORT 
¥, 
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motivates the 
throat, for easy 
action, which 1 
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comfort of 
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ij 7 Here white Taylor kuit 


Straw and String contrasts 
with patent leather strap 
at throat and quarter. 
Hidden SHUGOR under 
front strap comfortably 
adjusts throat to milady’ 


every fool action. 


V4 SIC OR styling plus the air 
(“7 cooled comfort of Vaylor Knit Materials, 


create enthusiastic acceptance of these 


“ a fia Taylor warm-weather creations. Many novel weaves of 


[/ r 


— new intriguing Taylor fabrics await your inspect 


tion in the 
AN, 
; 
QJ 
? ‘€ 


A 
See us at the ALLIED SHOE PRODUCTS AND STYLE EXHIBIT, Room 54?, Trade Shows Building, 
Obi ee Widen ene a ae 35th at 8th Ave., New York, August 3-4 


‘Taylor line. 


TAVLORED-TO-FIT ® 





/ ; Hudson, Massachusetts 
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AVONITE 


CuSH-N-CREPE Dufiex NAP 


/ 





KARAK CREPE 
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AVON 
Du fLEx 





THESE 
SOLEMARKS 
MAKE A 
DIFFERENCE... 
THEY 
CAN HELP 
MAKE 


THE SALE 


When your shoe and your competitors’ look 
alike, a trusted brand name on the sole can make 
the difference ...can make the sale. These are 
the solemarks that stand for matchless quality 


and your customers know that they are 


not on all shoes... 


just the best ones 


AVON SOLE COMPANY 


AVON, MASSACHUSETTS 


Highest Quality Soles for 48 Years 


ALLIED SHOE PRODUCTS 
& STYLE EXHIBIT 
New York Trade Show Building 
ROOM 534 
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again for 


Lawrence Keena 
is tanned twice 


Hanover’s medium round toe brogue for business, #6013. In smooth tan, polished Lawrence Keena. 


Lawrence Keena means business for you in men’s business shoes. It’s tanned once for utmost 
wearability, then again for mellowness, smooth grain, and soft polish. The result — Lawrence 
Keena looks better... wears better . . . feels better — and it helps you sell men’s shoes. 

Other “tanned twice’? Lawrence leathers are FINA and MELGO. A. C. Lawrence Leather 
Co., a division of Swift & Company (Inc.), Peabody, Massachusetts. 


rOnC?_ KeenQ ...the better part of better shoes 











... because, today, consumers insist on VALUE and QUALITY 
when they buy shoes — they buy leather shoes! 





... because, today, you need more VALUE and PROFIT — 


you promote the promotable — leather shoes! 





This Fall 


LEATHER INDUSTRIES OF AMERICA 


o) of) alow dal=Me (ole) mre) al el-) 4-1 mj ale] / 
business for you...with strong 
Xo \-1 a dh-j lave mm e)gelaave)a(e)al-mel-y-lna(-ve m=] 


the most lucrative markets: 


ESQUIRE - GLAMOUR - PARENTS’ 
SEVENTEEN » VOGUE 








Crcthor. -clinches shoe sales to teen-agers 


—they buy more shoes than anyone, look for 
more fashion, prefer more leather. 


SA.M.to QRM. | 


10 top manufacturers 
join with Leather In- 
dustries of America in 
a sparkler—a multi- 
page shoe section in 
September SEVENTEEN 
which reaches more 
than 3,000,000 teen-age 
customers. 
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FOOTWEAR 
CORP. 


(‘etillion, SKOOT 


FOOTWEAR 

















—reason why career 
girls spend more money 
on shoes—NOW! 


Here is your opportunity to tie in—and cash in—with the Leather 
Industries of America full-color page in September GLAMOUR, which 
focuses on shoes and chemiserie. The chemise—the influence in ready- 
to-wear—focuses on shoes more than ever before. The demand is at an 
all-time high for new shoe styles to go with this silhouette. 


—sure profit in children’s shoes! 
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“Don’t Neglect Your Children’s Feet!” 
Warns Dr. Viola Marr, Foot Specialist and Mother . 
are | Sunors 


Pod. D. of Sioux Falls 


” 
Foltow Her Guide on teen ee ® 
Foot Care and Shoe Buying 
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IMPLEX 


FOR YOUNG FEET 





A dramatic, multi-page advertising section in ERA Ie 


September PARENTS’ Magazine tells millions of mothers scale ‘ade abaiandin 


and fathers the vital importance of quality, fit and 

frequent check-ups by skilled retailers. FIVE STAR 
Leather Industries of America keynotes this section FOOTWEAR 
with a double-page spread. It features a children’s 
shoe buying guide by a noted medical expert. 8 out- 
standing children’s shoe manufacturers are tying-in 


with their own ads on following pages. 


7440 714842.) 
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—the catalyst that 


7. AMERICAN GENTLEMAN «68. BRISTOL «8. CITY CLUB) «18. KINGSWAY = 11. TAYLOR-MADE 


MASSAGIC PoRTAGE 











produces shoe wardrobes for men! 


Dress, business, leisure—three oc- 
casions that motivate men to buy 
more shoes—are highlighted in the 
biggest men’s shoe promotion in 
history. 


Led off by a Leather Industries of 
America four page advertising sec- 
tion, 16 leaders in shoe manufactur- 
ing follow through with their ads 
on this theme in October ESQUIRE 
Magazine. Style conscious men 
everywhere will get the message 
of Shoes For The Occasion. The 
result: sales building impact! 


LSATHER INOUSTRIES OF amemca 


12. PORTAGE 13. MLEN-EDMONDS 14. STACY-ADAMS =«-:15. WINTHROP «= 16. YORKTOWN 


FO) od 1 a 


“Saylo- Made CITY CLUB 
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Bostonians 


SHOE 








WOMEN: 


target for new business in men’s shoes! 


Read 
his 
= mind- 
reach 
B. his 
m% heart- 
Give 
him 
SHOES 
for 
Christmas! 


Leather Industries 
of America 


Men’s shoes are the natural Holiday gift item—and women can be made shoes conscious. 
Here is the appealing full-color ad which Leather Industries of America will run in 
VOGUE, November 15, to launch the theme: Give Him Handsome New Shoes For Christmas! 


This promotion—timed for Holiday giving—will direct the purchasing power of millions 
of women to shoe gift certificates. In turn, it will open a tremendous, new selling dimension 
in men’s shoes for you. 


Here is the opportunity to create sales at full mark-up when you need the business most. 
The gift certificate idea will get women into men’s stores; their style sense will put the 
right shoe fashions on men’s feet. 


Leather Industries of America is ready to send you a working blueprint on merchandis- 
ing, point-of-sale, promotion and national publicity. You need only write regarding 
this—or any other LIA promotion: 


LEATHER INDUSTRIES OF AMERICA 


411 Fifth Avenue, New York 16, N. Y. 





THE QUALITY LEATHER 
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#1387 


WG jb 
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wees @ tasty color 
to wear with green, 
or asa neutral .... 


Resort, spring and summer 1959 


®@ 


LEATHER CoO. GIRARD, OHIO 


July 15, 1958 











“CZARE 

Boot styled in 
BERKSHIRE® PREMIER 
Leather by 


nose” 


: i 


i 


1883 1958 


J.Lichtman & Sons 


MAIN PLANT: NEWARK, NEW JERSEY * TANNERY: PITTSFIELD, MASSACHUSETTS * TANNERS OF BERKSHIRE® TACONIC, 
BERKSHIRE PREMIER, AND BERKSHIRE EMBASSY GLOVE-TANNED LEATHERS * BERKSHIRE SADDLE-TANNED ‘‘AQUARIZED"” 
COWHIDE * BERKSHIRE ‘‘BERBUK"’ * BERKSHIRE LINING SIDES * ‘‘SWAGGER BUK’’ WHITE AND COLORED SUEDE * AND SOLE SPLITS 














ever-climbing 
sales... 
the 
natural 
result 


of 


NAT 


Blue Star's new scientific 
lasts assure mothers of the ‘‘natural fit" 


they demand in shoes for their 


children through the vital growing years 


Sparkling styling and exceptional 
value add further advantages 
that pay off in faster sales 


for Blue Star merchants. 


(IN STOCK 


SAME DAY SERVICE 


— 
E 
ot May 


CG maar 

Write, wire or phone collect today for complete PARENTS) 
MAGATINE . 
information about a franchise in your city a 


BLUE BONNET SHOE COMPANY, 5 FRANKLIN STREET, 


MANUFACTURERS, 


LAW 





VOLUME PRI¢ED 
TE soifs wiry... 


TRUEGLIDE QBles on your shoes offer comfort, wear 
andi&martnegé never before achieved. Biltrite brings 
you thisMevolutionary sole at a volume production 


pride that means big savings over similar soles. 


Anufacturers can save time and labor because 


LIDE Soles are available with a wedge formed 


ps igtegral part of the sole. This eliminates cutting 
od 


s as | 


+ as well as a cementing operation. Of course, 
VLIDE Soles are also available without wedges, 


if desired. You save a roughing operation, too — 
TRU-GLIDE Soles are already roughed on the back. 


And what outstanding sales features! The unique 
V-treads ana the bouncy rubber provide extra traction 
and give wearers a new sensation of gliding comfort 
a real boon to sufferers of foot fatigue. Easier 
Nalking for easier selling... and priced right to 


help you sell more shoes .. . more profitably. 


EASIER WALKING FOR EASIER SELLING 


FROM THE WORLD’S LARGEST PRODUCER OF SHOE SOLING MATERIALS 





OR MOTION 
TRU-GLID 


soLes by BILTRITE 


Patent applied for 


1908-1958... 50 YEARS OF GROWTH AND PROGRESS 


FOR MEN'S, BOYS', WOMEN'S, re ” ILTR ITE 


MISSES’ AND CHILDREN'S SHOES 7 HEELS AND SOLES 


FULL RANGE OF SIZES AND COLORS 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles 1010 Gratiot Street, St. Louis 


In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que 





FOOTSTEPS 
Me Leathe. 


Every son is sure /zs dad is an expert 
in the art of campfire cookery. 
In other things, too. That’s why most 
Dads choose shoes of leather for 
solid comfort, sturdy service. 
And most sons follow their 


dad's “footsteps in leather.”’ 


aerBERICH 
Soud Sht0ed- 


SHOES: Style 2408 
GERBERICH-PAYNE SHOE COMPANY 
Mount Joy, Pennsylvania 


oY LEATHER: Rueping’s TOMAHAWK 


tee No. 90 Black 


Se 


FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 





J. F. McElwain Dies; 
Manufacturer Was 83 
BOSTON—J. Franklin McElwain, 

prominent shoe manufacturer and 

philanthropist, died July 3 at his 
summer home in Cohasset, Mass., at 

the age of 83. 

He was chairman of the board of 
the J. F. McElwain Company 
Nashua, N. H., honorary chairman 
of the Melville Shoe Corporation of 
New York City, a vice-president of 
the New England Shoe and Leather 
Association, and a director of the 
National Shoe Manufacturers Asso- 
ciation — of which he was at 
time president. 

During World War I, Mr. McEI- 
wain served as chairman of the Shoe 
and Leather Supply Committee of 
the National Council of Defense and 
also as chief of the Shoe, Leather 
and Rubber Division of the Quarter- 
master Department. During World 
War II, he was a member of the 
Shoe Manufacturers Industry Ad- 
visory Committee of the War Pro- 
duction Board. 

Mr. McElwain was a graduate of 
the Boston Latin School and Mass- 
achusetts Institute of Technology. 

His wife, the late Mary Barton 
Pratt McElwain, died in 1953. Sur- 
viving are his two daughters, Mrs. 
Samuel Wakeman of Hingham, Mass., 
and Mrs. Mary M. Gleason of Chest- 
nut Hill, Mass., and six grandchil- 
dren. 

Funeral services were held in Co- 
hasset July 5. 


of 
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Si. Louis Mfrs. Group Opens 
Annual Showing to Outsiders 

ST. LOUIS—The St. 
Manufacturers Association has voted 
to open its 13th annual Fall Showing 
to from the St. 
Louis 


Louis Shoe 


exhibitors outside 
area. 

The showing, scheduled for April 
12-15 in St. Louis, has traditionall; 
been to outside exhibitors. 
The association reportedly 
unanimously in favor of the change, 
with one firm refraining from the 
vote. 

Although plans for the expanded 
showing are still in the formative 
stage, local facilities are being stud 
ied for possible additions to exhibit 
space. According to Arthur H. Gale, 
executive secretary of the associa- 


closed 
vote! 


tion, full particulars will be released 
in the near future. 
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LIA Shows Shoe Collection to 350 Editors 


NEW YORK—The most extensive 
collection of leading 
men’s, men’s and children’s 
ever assembled for editorial use goes 
on view at Leather Industries of 
America headquarters here during 
the week of July 15-19, the LIA has 
announced. More than 350 editors 
from leading papers across the coun- 
try are assembling in New York 
for Press Week. 

The collection 
debut of LIA’s new Shoe 
Service, which was taken 
cently at the request of the National 
Shoe Manufacturers Association. 

In addition to this collection, 
which is on view in a specially de- 
signed room, the editors will see an 
extensive cross-section of high fash- 
ion women’s and men’s shoes, gath- 
ered from the top names in the in- 
dustry. The majority of the shoes 
on display will remain LIA’s 
headquarters as part of the Shoe 
Fashion Service — which will pro- 
vide year-around editorial placement 
women’s, 


branded wo- 


shoes 


official 
Fashion 


marks the 


over re- 


at 


for men’s, and children’s 


footwear. 


Over-all theme of the week-long 
show is “The Unbroken Line 
to Leather New 
houettes in a variety of leather tex- 


Leads 
Shoes.” shoe sil- 
tures and colors will be coordinated 
with the new apparel silhouettes for 
fall from the to the 
chemise. 


trapeze 


Visiting editors will receive a spe- 
cially prepared press kit containing 
news and feature covering 
major trends in the fall shoe picture 
for women, men and children. Photo- 
graphs illustrating the stories will 
provided. In addition, 
stories and photographs will be ar- 


stories 


be special 
ranged for on the spot at the request 
of editors. 

On the 
last spring’s 


spokesman 


from 
LIA 


anticipated 


the results 


week, 


basis of 
press an 
said, it is 
there will be more shoe coverage in 
the nation’s press during the next 
two than In 
addition to its use in special shoe 
pages, the LIA material will be fea 
tured in shoe supplements to be pub 


months ever before. 


lished by a large number of news 


papers. 





Bronaugh Succeeds McCollum in Jarman Retail Post 


NASHVILLE, TENN. 
Bronaugh, former general manager 
of General Shoe Corporation’s Guar 


Stewart 


Shoe Company operations in 
Antonio, Tex., 


antee 


the San area, ha 


STEWART BRONAUGH J. R. McCOLLUM 


been named veneral manager 


Jarman retail store and leased 
partment operations. 
He Richard McCol 


lum, who retires July 15 for health 


succeeds J. 


reasons after 23 years with the com- 
pany. 
Mr. 


McCollum. suffered 


vere heart attack several month 
avo, 

The appointment was announced 
M. 8S. Wigginton, vice-presiden 
of General. 


Mr. 


General’s 


by 


Bronaugh yvraduated [fron 
executive training 
1949. After the 


acquired Guarantee Shoe Compan 


pro 


yvram in compan 


in 1952, he became veneral manaye: 


there. Under his direction, Guat 


retail operations Were ex 


to 


antee 


panded include five location 
and they became one of the Sout 
west’s largest. 


Mr. McCollum, of 
most widely experienced retail stor 


one General’ 


executives, the corporation 
1935. He played a 
in developing the Jarman, 

Brothers, Hardy, W. L. Dougla 


Holiday shoe stores. 


joined 
major rol 
Flag 


and 


in 


He had been executive vice-presi 
dent of General Retail Corporatio; 
member of the General Sho 
of 


illness more than a 


and a 


board directors until a majo: 


ayo 


year 
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Modify Trade Program, Shoe and Leather Groups Urge 


WASHINGTON The Tanners’ 
Council of America has filed a new 
request with the Senate for modifi- 
cation of the reciprocal trade pro- 
gram. In a formal statement, the 
National Shoe Manufacturers Asso- 
ciation has taken a similar stand. 

The 24-year-old low-tariff plan is 
up for renewal, and the Eisenhower 
Administration is being rebuffed on 
its demands for permission to cut 
tariffs still further. 

The House of Representatives has 
approved a five-year extension of 
the trade program, as asked by the 
White House. But the Senate is re- 
belling against a five-year extension. 
Some senators are insisting on lim- 
iting the extension to only two or 


possibly three years, and also are 
that the Administra- 


authority to further 


demanding 
tion’s reduce 
tariffs be sharply curtailed. 

ihe Tanners’ Council, in its pres- 
entation on reciprocal trade to the 
Finance Committee, said 
difficulties 


of the present law and its operation 


senate 
“To meet the clear-cut 
the leather industry asks that 
“1. Equity be restored to foreign 
against ex 
should be 


trade Discrimination 
ports by U. S. industry 
penalized by 


equivalent restrictions 


iainst nations guilty of such dis 
crimination. 

“2. The 
mandate 
anti-subsidy penalties including sub- 
the 


shipments to 


law should lay down ex 


plicit for enforcement of 
remission of 


the 


sidies based on 
abroad on 
United States. 
Any further 
vy the U.S. 
and unless injury to domestic indus- 


luxe 
tariff reduction 
should be avoided until 


try caused by lack of reciprocity has 
heen rectified. 

“4. In view of the amazing short- 
comings and failure to practice reci 
other countries, it would 

to extend the law for 
Such a long-term com 
mitment by the United States 
strengthen the avoidance 
evasion of reciprocity by others. The 


procity by 
be foolhardy 
five years. 
can 
only and 
law should be subject to annual re 
view in order that shortcomings in 
trade by other countries 
be rewarded in kind.” 
The NSMA’s statement 


practice 
that 


said 


26 


organization “feels that the Trade 
Agreements Extension Act should 
be limited to a period of three years, 
with the additional provision that 
any increase negotiated shall not be- 
come initially effective after the ex- 
piration of the three-year period. 
“An extension beyond the three- 
year period at a time of considerable 
NSMA, “is 
far 
im- 


uncertainty,” declared 
sound policy. To move so 
into the future with so many 
ponderables today both at home 
wholly 
five-year extension ties the hands of 


not 


and 
abroad is unnecessary. A 
future congresses and a future ad- 
The use of any tariff- 
should be limited 


ministration. 
cutting authority 
to the period covered by the act. 

“Under the present five-year ex- 
tension, tariff cuts could extend over 


a period of 10 years.” 


Putney Shoe Co., Richmond 
Wholesaler, in New Building 

RICHMOND, VA.—The 141-year 
old Stephen Putney Shoe Company 
oldest 


his shoe 
into a 


wholesaler, 
spanking 
building beside heavily traveled U.S. 
Richmond’s 

The new structure 
quare feet of floor and 
70,000-square-foot lot. A large num 
ber of wholesalers and manufactur- 


city’s 
has moved new 
south side. 
30,000 


Route 1 in 
has 


sits on a 


ers of various products eonduct 
operations along the same section of 
Route 1—or, as it’s called 
ihe Petersburg Pike. 
350 styles 
38 manufacturers keeps) 16 
salesmen traveling throughout the 
Southeast. According to President 
Philip W. Brandt, the move will per 
mit more efficient operation than in 
company’s former multi-story 
downtown. The new 
building has room for 250,000 pairs. 
The company is the only business 
of its type here. 


locally, 


Putney handles from 


and 


ihe 
warehouse 


Kinney to Lease 5 at Buffalo 
BUFFALO, N. Y.—Kinney Shoe 
will five new 
stores which are being constructed 
in the Buffalo area at a total cost of 
ebout $625,000. Each store will con- 
tain about 8500 square feet of space 
and cost an estimated $125,000. 


Corporation lease 


Remove ‘Surplus’ Tag, 


Government Is Asked 


WASHINGTON—Staff experts of 
the U. S. Agriculture Department 
have finally agreed with the shoe 
industry and are recommending that 
the Government remove its ‘“sur- 
plus” label from calfskins and kips. 
A recommendation for the removal 
was on Agriculture Secretary Ezra 
Taft Benson’s desk about two weeks 
ago. 
The surplus designation, which 
was placed on all hides by the de- 
partment two years ago, has forced 
price rises on calfskins and kips re- 
cently and brought a steady stream 
of complaints from the trade. 
Department officials, who disclosed 
their recommendation, say there is 
little chance that the surplus tag will 
be removed from cattle hides any 
time soon. 
“We've had hundreds of letters 
this problem,” one department 
spokesman says. ‘Although we still 
believe the quantities involved 
small, we want to do what is right 
for the industry.” 

The 
prices up because under present law, 
the International Cooperation Ad- 
ministration in administering the 
foreign aid program must arrange 
for purchases of U. S. goods bearing 
that label. Products 
nated may be bought in any nation. 

Official Government figures dis- 
close the following purchases in th: 
U. S. of calfskins and kips: 

Since January, 1956, when 
hides were designated as 
the Government has approved pur 
chases of $128,123 worth of calfskins 
and $688,688 of kips the 
foreign aid program. 

Exports in 1956 of 
taled 1.8 million pieces and 1.3 mil- 
lion kips. In 1957, the totals were 
2.1 million calfskins and 1.2 million 
kips. 

Imports also rose in the same 
period. Calfskin imports in 1955 
totaled 900,000 pieces, and rose to 
1.1 million in the next year. Kip 
imports amounted to 300,000 in 1956 
and 600,000 in 1957. 

Government Officials, 
say they will continue to keep 
close watch” on the over-all hide 
price situation, and may respond 
again if a sharp rise in cattle hide 
prices occurs. 


on 


are 


surplus designation forces 


not so desig- 


all 


surplus,”’ 


se 


under 


calfskins to 


meanwhile, 


t 


Boot and Shoe Recorder 





¢ Obituaries 
J. J. Moran Dies at 65; 
Trade Press Official 


BOSTON—John J. Moran, 65, 
treasurer and general manager of 
American Shoemaking, published 
here, died July 2 in St. Clare’s Hos- 
pital, New York City. He had been 
a patient there for almost two 
months. Mr. Moran was a veteran 
of 39 years with the shoe trade 
press. 

A familiar figure in the indus- 
try, Mr. Moran attended every ma- 
jor shoe show and convention. His 
career began in 1919, when he joined 
the old Shoe and Leather Reporter 
in Boston as reporter and market 
analyst. Five years later he became 
the firm’s vice-president. 

He resigned in September, 1949, 
to become executive vice-president 
of the Shoe Trades Publishing Com- 
pany, Boston, which publishes the 
weekly American Shoemaking and 
The Leather Manufacturer, a month- 
ly. Mr. Moran was editor and gen- 
eral manager of the latter. 

Mr. Moran, whose main office was 
in New York, was a member of the 
Greater New York Superintendents’ 
and Foremen’s Association and the 
American Leather Chemists Asso- 
ciation. 

Surviving are his wife, Anne; his 
mother, Mrs. Caroline Moran; his 
sister, Mrs. Harry Zweiger, and a 
niece, Mrs. James Berry. 


Headlines 





Irwin S. Forbstein 

DALLAS—lIrwin S. Forbstein, 63, 
owner of the Preston Booterie, died 
here June 26 after a short illness. 

Before coming to Dallas in 1953, 
Mr. Forbstein had lived in Provi- 
dence, R. I., for 30 years. For 25 
years he was buyer for the shoe de- 
partment of The Outlet Company, 
large downtown department 
Later he operated his own 
store in Providence. 

Mr. Forbstein was a native of St. 
Louis. Surviving him are his widow, 
two daughters, a brother, three sis- 
ters and two grandsons. 


store. 


retail 


William B. Eisendrath 

CHICAGO — William B. 
drath, 79, a retired leather manu- 
facturer, died June 27. Mr. Eisen- 
drath an official for 50 
of the Monarch Leather Company 
of Chicago until its liquidation in 
1950. Two William B., Jr., 
and John W., and four grandchildren 
survive. 


Eisen- 


was years 


sons, 


Nathan Rogers 

BUFFALO, N. Y. Nathan 
Rogers, 51, co-owner of Rogers’ and 
Frank’s Shoe Store in Niagara Falls, 
died here July 3 after a long illness. 
He is survived by his wife, Loretta; 
a son, Harvey, daughter, 
Judith Lee; three brothers and three 


and a 


sisters. 


Paul M. Seigel Dies; 
Headed Innes Shoe Co. 


LOS ANGELES—Paul M. Seigel, 
58, president of the Innes Shoe Com- 
pany, Los Angeles area chain and a 
subsidiary of General Shoe Corpora- 
tion, died June 26. 

He had been stricken earlier the 
same day while at lunch. 

In recent years Mr. Seigel had di 
rected expansion of the Innes chain, 
which now comprises 41 units. 

A native of Providence, R. I., he 
began his career in the shoe _ busi- 
ness in his late teens with the Chi 
cago firm of O’Connor & Goldberg. 
He with that firm in a 
general capacity for 28 


West 


remained 
executive 
years before retiring to the 
Coast. 

Almost immediately he was back 
in the business as president of the 
Reliable Shoe Company in Fresno, 
Calif. In 1948 he and his associates 
purchased Innes Shoe Company, and 
Reliable was merged with it. Two 
years later, General Shoe Corpora 
tion of Nashville, Tenn., bought the 
firm. 

Mr. 


widow, 


survived by his 

daughter, Mr 
Santa Monica, 

and two grandsons, Paul and David 


Seigel is 
Helen; a 
Barney Godshaw of 


Godshaw. 


(Additional obituaric on page 129) 





Two PPSSA Shoe Style Committees Get New Leaders 


NEW YORK — New chairmen 
have been named for two shoe style 
committees of the semi-annual Pop- 
ular Price Shoe Show of America. 

Owen Howell, for Flage 
Brothers, Nashville, Tenn., becomes 
chairman of the Men’s Shoe Style 
Committee. He Frank C. 
Rooney, vice-president of Melville 
Shoe Corporation, New York. 

sarney Lebowitz, buyer for Edi- 
son Brothers Stores, Inc., St. Louis, 
now heads the Women’s Sports and 
Welts Committee, succeeding Ma- 
rion Markus, The Nobil Shoe Com- 
pany, Akron, O. 

Both Mr. Rooney and Mr. Markus, 
their 
several will continue on 
PPSSA style committees. 

Announcement of the 


buver 


succeeds 


who headed committees for 


seasons, 


appoint 


July 15, 1958 


ments came from Alfred L. Morse, 
president of Morse Shoe Company, 
Boston, and Myer Saxe, president of 
Kesslen Shoe Company, Kennebunk, 
Me., co-chairmen of the PPSSA 
Fashion Executive Committee. 
Newly appointed to PPSSA style 
committees these retailers 
manufacturers : 


. ! 
an 


are 


Howard H. 


Corporation, 


Women’s Dress Shoes 
Paer, Endicott Johnson 
Indicott, N. Y.; Si Capen, Klev-Bro 
Company, Derry, N. H., 
Charles Sachs, National Shoes, 
“ew York. 

Women’s Casuals and Dress Flats 
Thomas E. Duffy, Spiegel, Inc., Chi- 
cago, Ill; Frank Lordon, Montgomery 
Ward, New York, and Howard Wise- 
berg, Billie Shoe Company, Inc., Meth 
uen, Mass. 

Women’s Sports & Welts—Jonas B. 
Klein, Eastland Shoe Company, Free 
Me.; Arthur Solar, Dexter Shoe 


and 
Inc., 


5210e 


port, 


Company, Dexter, Me. 
Children’s Shoes 


National Shoes, 


Henry Bermat 
Inc., New York; Jame 
Royce, Melville Shoe Corporation, New 
York. 

Men’s Shoe 


Regal Shoe Company, New 


Emanuel A. Grube 
York; Jacl 
Shoe Company 
Marion Markus, 
Akron, O 


Intrater, Rockingham 
Newmarket, N. H., and 
The Nobil Shoe Company, 


International Shutters Plant 
ST. LOUIS 
Company will close its Olney, II] 


International Sho 
period 
15. Ac 
spokesman, 
the 
The plant em 


plant for indefinite 


starting shortly after July 


an 


cording to a company 
the last cutting went through 
factory on June 30. 
ployed approximately 300 persons 

(At Olney, David B. Smith, plant 
manager, said general economi: 
conditions 


closing. ) 


were a factor in th 
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Ad Executive to Air Industry’s ‘Faults’ at NSMA Clinic 


practices of a regional shoe chain. 


NEW YORK—A leading advertis- 
ing executive will air his views on 
“What’s Wrong with the Shoe 
Business?” at the opening-day 
luncheon of the National Shoe Man- 
ufacturers Association’s fifth annual 
Merchandising Clinic, August 7 
and &. 

He is Ralph Head, vice-president 
and director of marketing at Bat- 
Durstine & Osborn, 
Inc., major New York agency. At 
BBD&O he heads a_ department 
working with over 150 clients in di- 
versified industries on problems of 
market planning, merchandising and 
promotion. 

The NSMA said the speaker will 
back up his views with an intensive 
conducting among 
sources that have observed both the 
shoe industry and other industries 
in their approaches to marketing. 

The clinic, scheduled for New 
York’s Hotel Statler, will also fea- 
ture two panel discussions. 


ten, Barton, 


study he is 


Three leading marketers will talk 
“How to Sell Branded Shoes 
to Individual Retailers.” A. B. 
Cohen, president, U. S. Shoe Corpo- 
will analyze the 
selling pattern for women’s 
S. L. Slosberg, president of Green 
Shoe Manufacturing Company, will 
the 
marketing to 


about 


ration, successful 


shoes ; 


proper approach of 
individual children’s 
H. Jones, president 
of Commonwealth Shoe and Leather 
will the 
problems of the men’s industry. 


examine 
dealers, and C. 


Company, analyze selling 

Another three-man panel will dis- 
cuss “How to Sell Large Volume Re- 
tailers.” It will comprise Paul C. 
Hanne, head of shoe purchasing for 
J. C. Penney; Simon Edison, vice- 
president, director and head of the 
merchandising division of Edison 
Brothers Stores, Inc., and Arthur 
Gold, vice-president in charge 
merchandising for Miles Shoes, a 
division of Melville Shoe Corpora- 
tion. 


of 


the NSMA, Mr. 
Hanne will provide insight into the 
buying habits and requirements of 
a national department store chain. 
Mr. Edison will describe what a na- 
tional shoe chain expects of its man- 
and Mr. Gold 
will examine the needs and buying 


According to 


ufacturing sources, 


28 


Question-and-answer sessions will 
follow both panel discussions. 

The clinic, with the theme “More 
Effective Selling—All the Way,” wilil 
open at 8:45 a.m. Thursday, August 
7. John L. Moran, president of 
Moran Shoe Company, will welcome 
the delegates, and Abe Weinman, 
vice-president of Five Star Shoe 
Company, will speak on ‘“‘Vice-Presi- 
dents of Tomorrow.” 

The panel discussions will follow, 
then luncheon at 12:45 p.m. A work- 
shop is planned for 2:15 p.m., with 
the members dividing into six dis 
cussion groups to discuss more ef- 
fective selling. Each group will cover 
a different category of shoes. 

On Friday at 9 a.m., M. R. Cham- 
bers, vice-president of International 


Shoe Company, will speak on ‘‘Meet- 
ing Today’s Marketing Challenge.”’ 
Later, Robert G. Stclz, advertis- 
ing manager of Brown Shoe Com- 
pany, will discuss, “How to Develop 
a Sharper Image of Your Brand 
Among Consumers and Retailers.” 
At 10:30 a.m. a panel will explore 
“Market Facts for More Profitable 
Selling Strategy.” The participants: 
B. E. Edscorn, marketing research 
director for International Shoe Com- 
pany; Arlo Jensen, advertising man- 
ager, Red Wing Shoe Company, and 
Roy St. Jean, manager of market 
and sales analysis, Brown Shoe Com- 
pany. 
At the Friday luncheon, E. O. 
Hand, vice-president in charge of 
marketing for McGregor - Doniger, 
Inc., will talk on “Increasing Prof- 
its Through Modern Sales Manage- 
ment.” At 2 p.m., the divisional 
meetings will be resumed, and the 
chairman of each will report to a 
general session an hour later. 





international’s Sales Drop 


ST. LOUIS International Shoe 
Company’s midyear report to stock- 
holders disclosed that net for 
the six months ending May 31 were 
down 12 per cent, compared to the 


sales 


corresponding period last year. 

According to the report from the 
firm’s board of directors, this year’s 
sales included no military business. 
Last year this category amounted 
to $4,200,000. Civilian sales of $117,- 
069,632 for the six months ending 
May 31, 1958, compare with $129,- 
144,476 a year ago, a decrease of 10 
per cent. 

“This is probably not far different 
from the experience of the shoe in- 
dustry at the manufacturing- whole- 
sale level,” the stockholder’ letter 
stated. 

International’s net 
374,621 was given at $1.01 per share, 
$5,295,509 or $1.58 per 
share for the same period of 1957. 
Quarterly dividends of 60 cents per 
share were paid on January 1 and 
April 1, with the July 1 dividend 
rate cut to 45 cents. 

“The reduction in the quarterly 
dividend payable July 1 not 
wholly due to the present recession- 
ary state of business,” stockholders 
were told. “For some years your 
directors have felt the need of a 
wider spread between earnings and 
dividends. We are confident that with 


income of $3,- 


as against 


Was 


12%; Better 2d Half Seen 


a continuation of the 1957 volume 
the increased spread would have 
been achieved through higher earn- 
ings. However, with developments so 
far in 1958, such higher earnings 
have been postponed and your direc- 
tors felt a change in the dividend 
rate should be made at this time.” 

Shoe prices, the report noted, re- 
mained unchanged during the first 
half of 1958. Industry-wide retail 
shoe sales showed a decline of about 
2 per cent on a store-for-store basis, 
with indications that retail inven- 
tories have been reduced, thereby 
placing retailers in a better position 
for fall ordering. 

International’s 
reduction was outlined in the stock- 
holder letter. This activity is receiv- 
ing “top management attention.” 

“While a quick snap-back in busi- 
ness is not expected at this time,” 
the report concluded, ‘“‘everythiny 
points to improvement in the na- 
tional economy. Shoes and soft goods 
historically are affected less by gen- 
eral setbacks than many 
other industries. 

“With continued good retail shoe 
business, a definite improvement at 
the shoe manufacturing - wholesale 
level is to be expected. Present indi- 
cations are that our company’s re- 
sults for the last half of 1958 will 
be better than the first half.” 


In cost 


progress 


business 
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THE NEW YORKER 


Where elegance is the password British-Walkers are elegant in every sense of 
the word ...shoes a man instinctively wants to possess. Theirs is the style authority born 
of select matured leathers, exemplary shoemaking and custom design. The men who 
know and prefer British-Walkers find the fulfillment of their critical requirements in 
the exclusive Synchro-Flex construction, secret of shoes that flex with the foot in complete 
comfort. British-Walkers are sold only at the sign of the guardsman. Most styles $20 to $30 


Dilan lI FILA 


MADE IN EXCLUSIVE SYNCHRO-FLEX CONSTRUCTION 


STYLE 1621 


STYLE 7245 


STYLE 1862 


AT BETTER STORES EVERVWHERE OR WRITE BRITISH-WALKERS, DEPT 








the | al\ lor 
WAAC Line 


vets more unportant 


CPVETV Season ) 


Your customers will see 
this advertisement in 
the September 13th 
issue of The 

Vew Yorker 
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uvhen a man dresses up to his aspirations 


Taylor-Made shoes register an air of integrity 

and good taste which career men have 

found most valuable. This is footwear styled with a 
contemporary flair... impeccably detailed by 
Down-East shoemakers. The leathers, from elite 
tanneries, are mellow and yielding. The man 

who wears Taylor-Mades enjoys pleasure and 


prestige far in excess of the price he pays. 


from 1599 





- top to bottom 
(fegles. “STYLE 6177 Blucher classic in choice, fine figured grain leather. Brown or Black. STYLE 3092 New four-eyelet tie in Wax Wood or Black. STYLE 715 Newest buckle adaptation with squared off toe in Black. 
“a5 


Vad 
P . AT YOUR LOCAL TAYLOR MERCHANT OR WRITE E. E. TAYLOR CORP., DEPT. TN, FREEPORT, MAINE 
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unlined shoes... 
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For flats, sports and casuals. 


In new beiges, off-whites, 
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Fresh Air 
Circulates 
through 
this slipper 


the cool comfort of barefoot breathing with Wellcos new 


porous backed Foamntreael slippers 


Your “hottest” slipper line is now the coolest, too. 
The reason? Wellco has introduced porous back- 
ing in all Foamtread slippers. 

Result? Fresh air circulates through the fabric. 
Your customer’s feet “breathe”. Your sales grow. 3 

To all the other attractive features of a Wellco Shoe Corporation 


Foamtread slipper — washability, durability, fit, 


style, reasonable price—now add the even greater 
comfort of barefoot breathing. 

And for you, add more repeat sales and profit 
bigger than ever! 


Waynesville, North Carolina 


In Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co., Kitchener, O 
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Cell the boots the etars weal’... 


Acme boots are worn by the western stars and featured 
players of Warner Bros. motion picture and television 
productions ... backed by Acme’s greatest all-time 

ad campaign . . . national magazines; 700 newspapers, 
coast-to-coast; window and store displays; mats, etc. 
The stars wear ‘em! You'll sell ‘em! 


, the 
es Sundoy 


verick 
ARNER, stor of ores 
coat tel 


evision 








wre CMTE S 
aetowman 
WILL HUTCHINS, star of Warner Bros 
*“SUGARFOOT'"’ television series 








oming or 

ON, handsome Wycout 45 

wave — a Warner Bro 
y, starring 


aBc-TV 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee WORLD'S LARGEST BOOTMAKERS 
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PAUL NEWMAN, star of Warner Bros 
exciting motion picture 
THE LEFT HANDED GUN”. 


ALSO MAKERS OF WELLINGTONS, OUT-OF- DOORS BOOTS, ENGINEER BOOTS AND PARADE MAJORETTES 
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Ott to School... 


and you can learn a lot as a 


Nd a el oh 





Some dealers make far more than others 
in selling juvenile footwear. Money can 
be made in volume; money can be made 
in percentage of mark-up .. . and you 
can make it both ways, by selling 
CHILD LIFE Shoes. 
Because CHILD LIFE means quality, Jong wear 
that backs up your good name as a fitter; because 
CHILD LIFE means FRANCHISE, az exclusive line Hundreds of dealers everywhere already know 
in your trading area, these shoes for children pay this. If you'd like to learn — and earn — just in 
off especially well, respond most profitably to time for school, you are invited to call or wire for 
your personal promotion. the happy facts*. 


*Provided there is no CHILD LIFE dealer already in your trading area. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wisconsin 
New York Office — 557 Marbridge Bldg., New York 17, N. Y. 





Summarizing... 





LONG RANGE PLANS | 





-For the past several issues, we have spotlighted 
excerpts from the talk that John J. McCarthy, 
consultant to the General Electric Company. 
made before the retailers at the National Retail 
Merchants Association convention. He wrapped 
it all up very neatly. in his concluding remarks 
and we quote them here to complete the picture 
as he set it forth: 


“Better salesmanship is needed — and needed 
badly. If you don’t believe sales and profits are 
being lost because of this . . . go shopping to- 
morrow. 


‘Retailing had better discard the slogan ‘Beat 
Yesterday’ and adopt the principles of sound 
business management and go in for something 
closer to “Long Range Planning.’ 


—‘Really important profit can be created by the 
elimination of unnecessary activities and the 
streamlining of essential activities through a 
Work Simplification approach. 


—“Such an approach should not be a gimmick . . . 
something we do once but should be in- 
stalled as a continuing part of the business. 


“Through the interest, intelligence and ability of 
your sales force, you can attract to your store 
numerous customers who still long to be treated 
as individuals instead of as so many packages on 
a crowded conveyor line. 


“Failure to supply the best in sales training is 
gross stupidity and this neglect will cost profit. 
Training is insurance and dividends will be in 
direct proportion to the premiums you are will- 
ing to pay. 


“Above all... you can’t buy employees’ dedica- 
tion solely without money ... but you can’t buy 
it with money alone ... and you can't buy a sub- 
stantial majority of customers with price alone. 
For this you should be grateful if you will but 
consider its implications.” 


€. Lack, 


Publisher 
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ore) Get ’em young 
‘ery and keep ’em 
"=" YouR CUSTOMERS 
from Creepers to Teeners! 


You have more to sell with Jumping 
Jacks ... more styles... more ex- 
clusive features...up to and in- 
cluding new 4 to 7 range Seniors... 
for hard-to-fit pre-teeners! More 
widths per size make that all- 
important job of fitting easier for 
you...and keep those little cus- 


tomers yours! 
We can’t keep them from 
growing BUT...we can keep 
them YOUR CUSTOMERS 
with 


nN for Young Ladies 
of all ages 


/\ Nand tenn vam, 
: i for Young Men 


‘GRADS 
Osa 


sizes 62 to 12 


VAISEY-BRISTOL SHOE CO. + BRISTOL SHOE CORP. 


Monett, Mo. 











4 -Tel, ) aier \ Ee 
deep black for bright 
new styles 








Lasting beauty for fine shoes 


Black, brilliant, and beautiful. That’s Gallun Ebony Calf — a supple leather that 


GALLUN 


LEATHERS 


Li 


STANDARDS OF EXCELLENCE 


bends with the foot, yet firmly retains its original contours. Chrome-tanned the unique 
Gallun way, Ebony puts a gleam in finest shoes —- and in milady’s eye. A gleam 


that usually means sales. / A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 
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@ Justice department says discount houses have “revolution- 
ized the distributive system” and opposes price-fixing. 


e@ Experts in and out of government see signs of 
a business pick-up. Bottom hit in April. Curve 
of business now upward. 


@ Tax help for small business likely this year. 
Legislation to grant special tax benefits being 
put in final form. 


Baker Reporting from WASHINGTON 
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The government has officially joined a long list of discount houses in 
opposing price-fixing at retail. The U.S. Department of Justice, making the 
official pitch for the Eisenhower Administration, recently told a Senate investi- 
gating subcommittee that discount retailing is “a style of selling that has 
revolutionized the distribution system.” 

Senate investigators have been looking into discount house operations. 
(They had frankly hoped to find evidence that will show discount operators 
to be in violation of the law.) But they are learning that all consumers and 
some retailers are in favor of discount outlets. 

Discount operators, according to the Department of Justice, are “able to 
successfully and profitably distribute immense amounts of consumer wares 
chiefly hard goods, to the buying public at prices significantly below those 
charged by established retail institutions.” 

“The consumer, having tasted of these joys, is not seen apt to forget them.” 
the Department adds. 

Generally, the government takes the position that so-called discount: retail- 
ing is now firmly woven into the warp and the woof of lL. S. merchandising. 
For the years immediately ahead, there is no hope of eradicting the discounte: 
from the present pattern of retail selling. Tf you can’t lick “em. join ‘em. 
It will take another war or an extended period of scarcities to bring about any 


realistic operation of uniform, fixed prices at the retail level. 


Both in and out of government, you can find new signs that the pickup 
in business is already under way. The signs are not visible. But just as we 
know now that the recession was actually under way months before it was i 
the open, so it is with the upturn. 

Here's the current picture as seen by some high-ranking experts: 

The recession hit bottom in April. Industrial orders and payrolls are now 
on the rise. (Secretary of Commerce Sinclair Weeks. ) 

Unemployment payments are down again. for the eighth straight) week 
(U.S. Department of Labor Statistics. ) 

The bottom of the curve has been reached. The curve of business activity 
is now upward, (Gabriel Hauge, economic advisor to President’ Kisenhower. 

Initial claims for jobless pay by newly laid-off workers have hit a 195% 
low. (U.S. Department of Labor Statistics. ) 

When people finally realize that layoffs have ended and that’ business 1 
improving, they ll start buying again and the recession will dissolve. (U.S 
Chamber of Commerce.) 

Chances are. you il get some special tax help from Congress this year. 
The lawmakers now are putting into final form legislation granting special 
tax benefits to small business. It will ease operating problems. rather than 
drastically cut taxes. But it will help. (OVER) 








© Postal rate boost to cost mail users $550 mil- 
lion a year. Most of the increase will be borne 
by businessmen. 


Repor t fi rom @ Proposed increases by Congress in social se- 


Ww ASHINGTON an nan i — ——. higher taxes for em- 


In final form, the plan will probably spread out inheritance tax payments 


on small firms and permit small corporations to be taxed as partnerships. It 





may also give you a special tax deduction for a part of your annual investment 


immediately, rather than over a number of years as at present. 

If you favor special tax help for small business, speak up now. Write to 
your congressmen and the House Ways and Means and Senate Finance Com- 
mittees. Tell which special actions would benefit your store and other small 


firms most. 


Businessmen’s costs for mailing, particularly in sending out bulk adver- 
lising, are going to rise sharply as a result of new hikes in postal rates. 

The new rate boosts will take effect in three stages. The first two, on 
August 1 and January 1, will be the largest. 

Here, generally, are the principal provisions of the higher postal rates: 

First class mail, including letters, bills, orders, etc., will go up from the 
present three cents to four cents, and air mail from six to seven cents, on 
August 1. Post cards will go up from two cents to three cents. 

Third class mail rates, which include all bulk advertising, circulars, and 
some packages, will go up next January 1. Bulk mail will go from the present 
14 cents a pound to 16 cents, with the minimum for each piece rising from 
one cent to two cents, and 2.5 cents on January 1, 1960. 

The ordinary rate for third class mail will rise from two cents for the 
first ounce and one cent for each additional ounce to three cents and 1.5 
cents, respectively. 

The cost of a bulk mailing permit will double, to $20 a year. 

The postal rate hike will cost mail users some $550 million a year. Most 
of this will be borne by businessmen, who are the largest users of the mails. 

The higher postal rates will also apply to second class mail—newspapers 
and other publications—and fourth class mail. Thus business costs will be 
increased in many cases for advertisements in local newspapers. The effect on 
manufacturers and wholesalers may also bring some higher prices for some 


products, 


Congress is getting ready to fatten up the social security program again. 
If so, it may bring higher taxes on employers and employes to finance the 
rise in benefits. 

Climate for some change in federal social security operations is favorable. 
In every election year since 1950, Congress has broadened the welfare program. 

Most sweeping of pending proposals is a bill sponsored by Rep. Aime J. 
Forand, D., R. 1. This measure, favored by the AFL-CIO, would add about 
10 per cent to benefits paid to the retired and disabled. It would also raise 
to $6,000 a year the amount of earnings subject to tax, compared to a present 
maximum of $4,200. 

The Forand bill would also boost the tax rate by one-half of one per cent 
next January 1. Under existing law, the next rate advance would be in 1960, 
when the payments by employers and employes would rise from 214 per cent 
to 2%4 per cent each. 

Rep. Hale Boggs, D., La., is sponsoring a less sweeping bill. His measures 


would provide a 10 per cent hike in retired benefits only. Minimum amount 





[CONTINUED ON PAGE 114] 
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fastener 


kicks off your back-to-school selling push with 
a spectacular...double-barreled promotion! 


|]. Powerful ADVERTISING. ..  . Huge, hard-working 
running Sept., Oct., Nov., Dec. PROMOTION KIT... FREE 


ing! 
Double-page spreads in for the asking! 
Here's everything you need to create a record-breaking 


GOOD HOUSEKEEPING - PARENTS’ MAGAZINE ayers ioe Minetner it caters to the vounger market, men 
° e e and boys...or sells shoes for the whole family. 
...plus a special campaign in 


BOYS" LIFE - SCHOLASTIC MAGAZINE See eaten 


Total readership 25,150,000! <tatan ees to hold man's, teen's or woman's shoe 


— Streamers 


’ - ’ ‘ ' —Reader Signs 
This great shoe improvement, the first in years, is already a —Salesmen’s badges 


proved success in the larger sizes. Now it’s available in boys’, girls’ —Shoe stuffers 
and children’s sizes. Today 125 manufacturers offer a complete —Window and interior display ideas 
variety of styles and sizes of shoes with Talon Shu-Lok fastener for 
the whole family. STOCK UP AND SELL! ¢ ADVERTISING MATS e RADIO SPOTS 
@ PUBLICITY e SALES TRAINING AIDS 


@ MOUNTED DISPLAYS AND REPRINTS 


TIE IN TODAY! WRITE TALON, INC., SHU-LOK FASTENER DIVISION, MEADVILLE, PA. FOR YOUR FREE PROMOTION KIT.... 


And turn the page to see the kind of advertising that turns readers into customers. 
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This is the ad your customers will see in 


ELIMINATES LACES! 


THE SENSATIONAL NEW TALON SHU-LOK FASTENER! 


Just flip to open, Agreat step forwardin shoe construction! Mother, 
here is the most wonderful improvement in shoes in 
years. The Talon Shu-Lok fastener was designed for 
comfort, convenience and good healthy fit. Shoes with 
the Shu-Lok fastener will keep your family’s feet the 
snap to close. way you want them to look— neat and trim. It is not 

a zipper but a completely new kind of shoe closure. 


Talon, Inc., Shu-Lok Fastener Division, Meadville, Penna. 


SHOES FEATURING THE TALON-SHU-LOK FASTENER ARE AVAILABLE IN A WIDE 
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Get full mileage for your store. TIE IN TODAY with these sensa- _ kit covering every phase of promotion— especially designed for 
tional double-page spreads and with the special campaign run- _ this exciting selling campaign running all Fall! Write to: TALON, 
ning in BOYS’ LIFE and SCHOLASTIC MAGAZINE. Send for FREE _INC., Shu-Lok Fastener Division, Meadville, Pennsylvania. 


september’s Good Housekeeping and Parents’ 


Bit 
e 


® 


fastener 


Gone with the laces are the So easy, little children can put Adjustable! Adjusts in seconds Teenagers? “It’s the most!” 
tears and struggle. What a boon on their own shoes. Just flip to to fit any foot precisely, perfectly! say they. Which is another way 
the Talon Shu-Lok fastener is to open, snap to close. The Talon Givesthesnugsupportsoimportant _ of saying it’s new, it’s sharp—com- 
mother. Saves her from the time Shu-Lok fastener gives complete for foot health and comfort. Guar- _ pletely wonderful to wear. And 
and trouble of re-tying children’s comfort with snug support. Shoes anteed by Good Housekeeping and — ‘Talon Shu-Lok fastener comes in 
laces all day long. look neater and trimmer. commended by Parent’s Magazine! _ their favorite styles. 


RANGE OF STYLES AND PRICES FOR THE ENTIRE FAMI!'Y AT !EANDING STORES. 
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507% more wear from every sole 


with ARMATAN’ c= 


Armour’s new resin-impregnation 


process puts 50% more wear into 
oak sole leather...doubles 

water resistance. And being 
leather, Armatan keeps its shape... 
won't curl or stretch as soles made 
of substitute materials often do. 
Try Armatan. It’s another 

example of the new ideas 

being created today 


by Armour Leather. 


fam. ARMOUR LEATHER COMPANY 


426 West Randolph Street * Chicago 6, Illinois 
210 South Street *® Boston 11, Massachusetts 
2 Jacob Street © New York 38, N. Y. 
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The Delicate Balance 


UST as we are seeing first indications that the reces- 
sion is bottoming out, dire predictions of a new 
round of inflation are being heard from Washington. 


The lawmakers, and the economists who advise them, say 


that the stage is being set for another attack on the pur- 


chasing power of the dollar. 

Greatly increased government spending for domestic 
projects and foreign aid means more deficit financing. 
The budget for the fiscal year just ended will show a 
$3 billion red figure and officials say that there is little 
likelihood of a balanced budget for several years to 
come. The Treasury faces the prospect of having to ask 
The 


thumping figure, $300 billion, is being mentioned. Deficit 


Congress for an increase in the legal debt limit. 


financing and more credit expansion are inevitable. say 
the officials. And, just as inevitably that means a return 
by the Federal Reserve system to the restrictive credit 


measures of last year and tight money again. 


Wage-Price Spiral 

Equally serious. and apparently as imminent. is the 
resurgence of the wage-price spiral. July. it seems. has 
become blast-off time for the spiral because of contracted 
wage increases for steel labor. Other labor received  in- 
creases in July through cost of living escalator clauses 
in their contracts. Organized labor in general is mark- 
ing time awaiting more definite signs of recovery to 
press raise demands all along the front. 

The Senate Finance Committee. under the Chairman- 
ship of Harry F. Byrd, Democrat of Virginia. has been 
studying inflation and deflation, their causes and whether 
or not they can be controlled. 

Under the broad heading of An Investigation of the 
Financial Condition of the United States. the committee 
asked 17 questions of a group of Federal Reserve bank 
presidents. corporation executives, trade business asso- 
ciation officials, economists and professors. Their answers 
to these questions have been published by the Senate 
Finance Committee. verbatim, in a series of pamphlets. 
The study is exhaustive and revealing. particularly so 
because it illustrates how extremely delicate is the bal 
ance between inflation and deflation and points out the 
many complexities involved in striving to control both. 
As might be expected there is little agreement even on 
definitions of terms. 

Generally the respondents recognized the importance 


of the Federal Reserve Boards’ function as an economic 
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stabilizer but they disagreed as to the extent of the etfe 
Several pointed out that th: 
deflation 


tiveness of its measures. 


classic definitions of inflation and were no 
longer serviceable. 

Herschel D. Newsom, Master of the National Grange 
summed the matter up well. “It is not adequate.” he 
answered, “to call inflation an abnormal increase in the 
quantity of purchasing power. or a situation of too much 
money chasing too few goods. Stocks of most items have 
In many parts of industry. as 


fully 


utilized and production schedules have been cut back in 


been more than plentiful. 
in agriculture, productive capacity is not being 
response to slackening demand on the part of consumers 
“Nor can it be said that there is an abnormal or even 
unusual quantity of purchasing power bidding up the 
prices of goods. 
“There is not. in short. a big excess of demand over 


supplies. the circumstance long regarded as basic t 
inflation.” 

This is an excellent description of the paradox of con 
stantly increasing prices at a time of unemployment anc 


a general atmosphere of recession. We have an abun 


dance of goods but it is an abundance of high-pricer 
goods. 

Newsom puts his finger right on the cause too, when 
he says. “Inflation appears to be a continuing decline in 
ihe value of money as the consequence of continuine 
institutionalized adjustments upward in the valuations of 


eoods and services. 


{djustments 


En Bloc 


“En bloc adjustments upward in wage scales for entire 


industries.” he notes. “and industry-wide price increase 


for commodities and manufactured items have been a 


institutionalized massive up 


significant element in the 
ward pressure.” 


“As each 


capitalized on its opportunities for upward revision. it 


institutionalized sector of the economy has 
has generated action in other sectors for what may Ir 
called compensatory increases.” 

Other respondents to the Finance Committee's ques- 
tionnaire that 
study of the problem of the inflation and deflation and 


there is a great need for more 


suggest 
the possibilities for controlling them. It appears certair 
that we are in for more rather than the much to be de 
sired cessation to tinkering with the economy. 


[CONTINUED ON PAGE 108 
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ADVERTISEMENT 


A clever sales idea any way you look at it: a 
shoe box with a buill-in carrying handle! A 
novel and effective way for shoe manufacturers 


to pul “motion” into their promotion . 


. . shoe 


retailers to pul “sing” into their merchandising. 


SURPRISE PACKAGE HAS HANDLE 


When Bill Hale first glanced at 
the new shoe box in which Vaisey- 
Bristol shoes were packaged, he 
thought it was just another shoe box. 
And then he took a second look. He 
picked it up, turned it around, and 
inspected it closely. 

“Well, what do you know,” 
exclaimed to himself. “‘At last they’ ve 
made a ‘carry-out’ 


he 


gone and done it 
shoe box which doesn’t cost me a 
cent!” 

sill Hale, no novice to the busi- 
ness of making feet happy at the 
fitting stool, recognized a great step 
forward in the promotion and mer- 
chandising of shoes. As manager of 
Cutter-Karcher Shoe Company’s 
leased shoe department at Golde’s 
Department Store in suburban St. 
Louis (Maplewood), Hale has fitted 
many a pair of feet and sold and 
packaged many a pair of shoes for 
satisfied customers. He has always 
believed that the package the cus- 
tomer takes with him, is important 
because it is the last reminder (in 
addition to the shoes) that the cus- 
tomer has of the store. 


Built-in Handle 


Close examination of the hand- 
sill Hale 
store associates revealed that 
the than 
meets the eye at first glance. Its big 
the built-in handle 
pushed up quickly for carrying. And 


somely designed box by 
and 
more to box 


there was 


feature can be 
there are end-tabs to secure the cover 
of the box... 
accidentally opening or tearing. 


no chance of the box 


On their next visit to the Vaisey- 
Bristol Shoe Co., Monett, Missouri, 
Bill Hale and Paul Londe, buyer of 


children’s and men’s shoes for Cutter- 


46 


Karcher Shoe Co., Inc., St. Louis, 
made a point of asking about the 
new boxes. They were taken on a 
tour of the plant (shown in pictures 
on these pages), and given the oppor- 


tunity of inspecting the various pack- 
aging operations at Vaisey-Bristol. 

They learned that the boxes are 
called ‘“‘Redi-Tote,” and made in 
the form of blanks by the Gardner 


“And there you are, young lady!" Bill Hale, manager of Cutter-Karcher Shoe Com- 

pany’s leased shoe department, Golde's Department Store, Maplewood, Mo., presents 

convenient Redi-Tote carry-out box to Miss Stone. Box contains new pair of Vaisey- 
Bristol's "Jills." Mrs. Stone is at left. 
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—WILL TRAVEL 


Division, Diamond Gardner Corpo- 
ration, Lockland, Ohio (a suburb of 
Cincinnati). The blanks are quickly 
assembled into a neat-looking, secure 
shoe box, complete with handle on 
conventional box-forming equipment. 


Both Mr. Hale and Mr. Londe had 
believed that a package of this type 
would increase the price of boxed 
shoes to them. However, they were 
told by Vaisey-Bristol officials that 
Redi-Tote would not increase the 
wholesale price of shoes. 

“Asa matter of fact,’ Rex Halter- 
man, General Superintendent of 
Vaisey-Bristol told them, *“The Redi- 
Tote has features other boxes don’t 
have. We still use our standard box- 
forming equipment . . . and don’t 
overlook the amount of warehouse 


space they save us, too. Stored flat, 
they take up the least possible room. 
And they stay that way until they’re 
needed for packing and shipment.” 

Beauty of the built-in handle and 


Tablock Redi-Tote box blanks are transformed into shoe boxes 
in seconds by operator. Interested observers are, from left: 
Paul Londe, buyer of children's and men's shoes for Cutter- 


securing tabs is that they, too, are é 
part of the flat blank, and take up 
no extra space. And you don’t want 
to forget . . . all six sides, including 
the box bottom of the flat blank can 
be printed to suit our requirements. 
We set up our own specifications on 
art and colors—as well as type and 
weight of paperboard.” 


Time-Saver 

“The Redi-Tote box is sturdy... 
has strong side walls and corners... 
takes a lot of punishment. It’s easy 
and quick to assemble and what’s 
more important to our plant oper- 
ation—doesn’t change any 
lished stock-handling systems. In 
fact, when we made the switch to 
Redi-Tote, few of our employees 
were even aware of the change-over 
to the new box.” 


Bill Hale and 


estab- 


aul Londe also 


learned about additional features of 


the Redi-Tote box—of vital interest 


to them as retailers. They quickly 


Karcher Shoe Co., Inc., St. Louis; Bill Hale; and B. R. McVay, 
Assistant Sales Manager, Vaisey-Bristol. 
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10 SECONDS! 


That’s all it takes to assemble the 
Redi-Tote into a‘ ‘take-with” carry- 
ing package. 


When your customers say, “I'll 
take them”... 


2 seconds to 


break nicks 
and open 
handle flaps, 
like this 


2 seconds to 


push handle 
through, like 
this 


6 seconds to lift 

and fold tabs into 
place on either end 
of bor, like this 


Redi-Tote is a Trade Mark of the 
Diamond Gardner Corporation 











recognized the retailer benefits of 
better and more positive brand iden- 
tification, for improved feature-line 
merchandising. 


Bill Hale holds larger of the two-piece blanks which form the 
Redi-Tote box. From left: Rex Halterman, General Superintend- 
ent of Vaisey-Bristol; Mr. Londe; Mr. Hale; Mr. McVay. 





ADVERTISEMENT 


Margaret Smith, Vaisey-Bristol’s Director of Purchases, shares enthusiasm of Paul 

Londe, left, and Bill Hale, right, for packaging and merchandising features of the 

tablock Redi-Tote shoe boxes. Miss Smith is demonstrating the sure-locking end-tab 
that secures the box lid. 


Saves Wrapping 
They were shown something they 
for them- 


had already discovered 


selves: how the shoe salesman can 
use the new box to great advantage 
to save time on busy days. At the 
fitting stool, for example, as the sale 
is closed the salesman picks up the 
box, pushes out the handle, and by 
the time he has walked over to the 
cash register, he has readied the two 
box tabs for quick closure after final 
inspection of the merchandise. The 
customer receives the Redi-Tote box 


with the handle and the lid securely 


i ga 


Bill Hale, on a tour of Vaisey-Bristol Shoe 

Co., Monett, Missouri, watches Jerry Mc- 

Caffrey of the stock department prepare 
a shipment of “Jumping Jack" shoes. 


fastened with the tabs. No tape or 
other wrapping materials are used. 
This operation not only saves time, 
but also saves the additional cost of 
conventional wrapping methods. 
For these reasons and many others, 
Vaisey-Bristol is understandably 
“high” on the Redi-Tote box. As 
Miss Margaret Smith, Director of 
Purchasing for this promotion- 
minded firm, said, ““When we took 
the wraps off the first sample Redi- 
Tote box with the new tab closures, 
we at the plant could hardly contain 
our enthusiasm. We knew that with 


a 


What Bill Hale didn't see was this last 
step in manufacture of shoe box blanks. 
Glueing operation has just been com- 
pleted here in the plant of Gardner Divi- 
sion, Diamond Gardner Corporation, 
Lockland, Ohio. Women are making final 


quality inspection before blanks are 


placed in shipping containers. 


this package innovation we had a 
real promotional ‘plus’ to show our 
dealers. Time proved us right. Our 
dealers were even more enthusiastic 
about it we, if that 
possible! 


than were 


Box-with-a-future 

“You know,” Miss Smith con- 
tinued, no the 
amount of ‘free advertising’ you re- 


*There’s end to 
ceive when the proud owner of the 
new shoes walks out of your store 
carrying the shoe box by the handle. 
Wherever it goes, along the street... 
the the box and the 
message it broadcasts are as Insepara- 


into stores 
ble as Siamese twins. 

“Even when the box finally ar- 
the 
and to you, the retailer 


rives home, its usefulness to 
customer 
is not at an end. Who knows, it may 
go with the family on picnics, on 
trips, to school, or to the neighbors 
and other friends.”’ 

Their trip through the Vaisey- 
Bristol plant confirmed Mr. Hale's 
and Mr. Londe’s beliefs that in to- 
day’s fiercely competitive markets, 
product packaging is all-important. 
For the shoe man, especially, colorful 
and handy packaging can be an 
important key to improved brand 
and store identification . .. and the 


open door to new and repeat sales. 





For complete facts about the 

dollar-saving advantages 

of Redi-Tote Boxes write: 
Retail Box Department 
DIAMOND GARDNER CORPORATION 
234 S. Cooper Avenue 
Cincinnati (Lockland) 15, Ohio 














Ed Hanna, Assistant Plant Superintend- 
ent, Gardner Division, Diamond Gardner 
Corporation, spot-checks carton of Redi- 
Tote blanks before shipment from Lock- 
land plant is made to shoe manufacturer. 
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colors of earth and sky in... 


4, alow 


leathers for Spring 1959 


Featuring Hi-Fi Kid, Delline and Softee in black and glorious new 
colors matched to Everkleen Suede, and our spectacular Ruffini satiny 
nap suede. Also including Lining Kid, White Ambuck and white kid 
leathers, and the heavily indented Madagascar, Tortoise and Chameleon 


grained kidskins, in all important spring colors. 


Booth 35, Waldorf-Astoria, Leather Show 


AMALGAMATED LEATHER COMPANIES INC., WILMINGTON 99, DEL. 
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as a new day’s sun 
and worth crowing about! 


OF KALAMAZOO 


new style 


SHOE SHELVING 


the newest and most modern on the market 
...gives you benefits no other shelving offers 


1—Steel construction 3—Rigid shelf construction 
a—No maintenance a—Shelves will not sag 


b—Lower rate on fire insurance b—Box stops incorporated—no backs required, 


even when stacking two boxes high per shelf 
2—Sliding shelf adjustment g igh p e 


a—Adjustment without bolts or loose brackets — 4—More storage space—30% more than wood 
no problem of misplacement shelving 

b—Instant change-over with seasonal stocking 
problems 5—Fits your requirements — available in 36”, 

c—Shelves at 2’ adjustment — minimum loss of 42", 48" widths, and in five modern colors—Fall 
space Tan, Brown, Spring Green, Dark Green, and Gray 


Send for photographs and prices today, write direct to 


i oO R R oO i G H s MANUFACTURING COMPANY 


OF KALAMAZOO 


A SUBSIDIARY OF THE AMERICAN METAL PRODUCTS COMPANY OF DETROIT 


3070 NORTH BURDICK ST. alli) KALAMAZOO, MICHIGAN 
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PRE-SOLD 


FOR 
TOMORROW 





AMERICAN 
SN le 


LIFE VOGUE | ~~ xe) =: 
LADIES’ HOME JOURNAL Va SPRING and 
SUMMER 

; 1959. 
re OFFICIALLY 
EXHIBITED 


am OS) —3—) BY-\ Ar-lalo mn 44 —4 ©) | 51 BY A 


MADEMOISELLE 
se AUGUST 5th and 6th 
GLAMOUR 


SEVENTEEN AT THE 





ane HOLIDAY 
SATURDAY EVE. POST 
LOOK NEW YORKER 


CHARM SPORTS ILLUSTRATED 


REDBOOK 
PARENTS’ VAV74N i DO) 1 Noe @) ~ 27 -\ 


NEW YORK CITY 


McCALL’S 


TANNERS’ COUNCIL of AMERICA, INC. 
411 Fifth Avenue New York 16, N. Y. 
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UNIFORM QUALITY 
DOESN'T JUST HAPPEN 


at John R. Evans & Company 


The finishing touch to a quality finish 




















In most tanneries, glazing is the final 
process in producing smooth Kid leathers. 
At the Evans tannery they go on to the 
ultimate perfection. After glazing they 
are ironed on electric mangles like those 
used in laundries. Carefully controlled 
heat, gauged for each particular finish, 
smooths and tightens the grain, brings 
up the soft, lustrous sheen, and makes 
the leather easier to work. 


ANNA WESOLOWSKI is in charge of the final beautification of smooth 
Evans Leathers. She knows the exact degree of heat that each finish re- 
quires . . . keeps close watch over mangles and operators to be sure that 
every batch of skins receives the right beauty treatment. 


CAPEZIO, who designs shoes 
for the feel as well as the look, 
does the Swantoe pump in Evans 
Peerless Kid, using Oriental 
Clay, #602, laced with Bronzeen, 
#601.* Capezio consistently 
relies on Evans Uniform Quality 
Leathers to provide many of the 
features that make Capezios a 
way of life with smart young 
women. 


*The top promotional colors for Fall. 


At the shou 
WALDORF-ASTORIA - BOOTH 28 


JOHN R. EVANS & COMPANY 
1857— Camden, New Jersey —1958 /he House of Uniform Quality Leathe 
A Member of the Kid Leather Guild 





6 th- 11th SEPTEMBER 1958 


international 


LEATHER 
WEEK 


PORTE DE VERSAILLES - PARIS 


"The great common market 
of the LEATHER 
industry” 


CONSEIL NATIONAL DU CUIR. 2, RUE EDOUARD VII, PARIS 
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steps to the front 
of the fashion stage 
with a graceful d’orsay 
pump decked with 
rosette bow, and 


23/8 aluminum heel 


rere 


#507 Flight Blue...” 


and all other Hubschman colours 


... by Erica Shoes, Inc. New York 12, N.Y. 


E. Hubschman @ Sons, Inc., Philadelphia 23 Fashion Office: Empire State Building, New York 1 
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1 The Sylflex shoe tester with ordinary shoe on 
the left, shoe made with Sylflex leather on the 
right. This tester “walks” the shoes under 
water, by continually flexing them. The counter 
stops when the first drop of water penetrates 
the shoe. 


Here’s proof that a waterproof 


Using Sylflex leather, sealed upper seams 


Only leather with SYLFLEX** 
gives you these advantages 2 After over 25,000 flexes in the tester, no 
. water has penetrated the shoe made with 

¢ Water-repellency plus free-breathing Sylflex leather. The upper leather is dry, so 
comfort that it stays soft and flexible. No seepage at 

e Stays flexible, even after wetting; any point, thanks to sealed seams and vul- 
won't curl canized construction. 

e Easy to keep clean; just wash with water 


Waterproof shoes with Sylflex, the Dow 
Corning silicone for leather, are now avail- 
able from Endicott Johnson Corporation, 
Dunham Brothers Company, The Safety 
First Shoe Company, Inc. and the Sta-Dri 
Division of Ranger Boot and Shoe Manu- 
facturing Company, Inc. Sylflex leather is 
available from Armour Leather Company, 
Eagle-Ottawa Leather Company and A. C. 
Lawrence Company. For details, write: 
Dow Corning Corporation, Midland, Mich. 
In Canada: Dow Corning 

Silicones Ltd., Toronto. 


**T. M. Reg. Dow Corning Corporation 
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3 After only 8 flexes, water has penetrated 
this shoe, made with ordinary leather 

and regular construction methods. 
Continued flexing completely 

soaked the upper leather. 


leather shoe can be made 


and vulcanized construction 


terproof by the wearer 


valking In water 


4 Finally, the lining and insole, as well as the upper 
leather, are completely saturated. Since water re- 
moves the oils from leather, continued wettings make 
the ordinary shoe stiff and uncomfortable to wear. 
Shoe on left, made with Sylflex leather and vulcanized 
construction is still dry and comfortable. 
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These children’s shoes are typical of the 20 pairs worn by active youngsters during a 4-month test. Left shoes were stitched with natu- 


ral-fiber thread 


right shoes with nylon thread. Note that rugged nylon seams maintained heel strength while ordinary seams failed. 


Tests show how NYLON seams 
add longer life to shoes 


with stronger thread of nylon. 


Today’s shoppers are well aware of 
the strength and durability of nylon. 
They know that seams stitched with 
nylon thread produce a better-look- 
ing shoe that lasts longer! That’s 
why sales come easier when you can 
point out that the shoes you sell are 
sewn with nylon thread. And nylon’s 
extra strength wins more repeat 
sales, too! 

Many leading shoe manufacturers 
use nylon thread in their continuing 
effort to bring you a shoe of top 
qualityandstyling. Totakeadvantage 
of this extra selling feature, make 


sure the shoes you sell are stitched 


Answers the ques- 
tion, “How Important Is Thread in the 


Shoes You Sell?” Points out the value of 


seam strength in shoes. Your salespeople 
will find this a definite se//ing asset. For 
your free copies write: E. I. du Pont de 
Nemours & Co. (Inc.), 5518-N Nemours 
Building, Wilmington 98, Delaware. 


***Dacron’’ is Du Pont’s registered trademark for its 
polyester fiber 


REG. U.S. PAT. OFF 
BETTER THINGS FOR BETTER LIVING 
..»« THROUGH CHEMISTRY 





i j 
THREAD OF “DACRON’* polyester fiber is nearly 
as strong as nylon and has even greater resistance 
to acids and other degrading materials. That’s why 
“Dacron” is widely preferred in work shoes 


SEWING THREAD OF DU PONT FIBERS gives shoes neater, stronger seams... 


reduces returns...lasts longer...gives added sales advantages 
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PLAYN-TOE 

small foot elegance. 
Soft white elk for 
An all-time favorite 
for first steppers. 


MIA 

black patent or bon- 
nie blue leather for 
dress-up feet from 
two to ten. 


BORIS ... Sturdy 
school-mates for 
growing boys. Com- 
fortable Cush-n- 
Crepe soles. In black 
or brown. 


Vant 


age 4 °° gate 
lg : S 
every it , id 


ate. - buj ° 
Pair of Edwarg : nto 


Your 
ur “UStomere 


Shoes 


hy ’ 
a. ts 


& Fh 








styles vary... but comfort’s constant 


..and keeping a constant customer demands that comfort—whatever 
the style. That’s why manufacturers and retailers are making sure their 
shoes are cushioned with U.S. Kem-Blo” sponge rubber insoles. Kem-Blo 
is getting repeat business for them because it absorbs shock... adds ease 
to every step. It won’t mat, pack or shred. Scientifically gauged thickness 
lasts for the life of light and heavyweight shoes. Learn the full Kem-Blo 
story. For information and test-size samples, write: United States Rubber, 
U.S. Kem-Blo Sponge Dept., 361 Church Street, Naugatuck, Connecticut. 


Bg Oar ire eg re, ee 


US United States Rubber 
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Trade Show, National Shoe Fabric Asso- 

ciation, Lexington Hotel, New York 
August 3-4 

Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 3-6 

Leather Show, Tanners’ Council of 
America, Waldorf-Astoria, New York 

August 5-6 

Spring and Summer Style Conference, 
National Shoe Retailers Association, 
Plaza Hotel, New York 

Merchandising Clinic, National Shoe 
Manufacturers Association, Statler Ho- 
tel, New York City ..........August 7-8 

Winter Shoe Market, Midwest Shoe 
Travelers’ Association, Hotel Morri- 
son, Chicago August 10-13 

Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Hotel Tuller, Detroit 

September 7-9 

Guild of Better Shoe Manufacturers, 
opening of collections of resort and 
early spring shoes, members’ factory 
showrooms Week of September 8 

Miami Shoe Show, Deauville Hotel, 

Miami Beach, Fla. ....... September 27-30 

Advance Spring Shoe Market Week, New 
England Shoe and Leather Association, 

Hotels Statler and Touraine, Boston 
October 5-9 

Annual Shoe and Leather Fair, Shoe and 
Leather Council of Canada, Sheraton- 

Mount Royal, Montreal ....October 12-16 

Annual Convention, National Shoe Trav- 
elers' Association, Hotel Hamilton, 
Chicago .... October 23-24 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 

Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
October 26-30 

Spring Shoe Fair, Northwest Shoe Trav- 
elers, Inc., Hotel St. Paul, St. Paul, 
Minn. ee ...November 1-4 

Spring Shoe Show, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle, Wash. 

November . 

Michigan Spring Shoe Fair, Michigan ee Jae 
Shoe Travelers Club, Statler Hotel, oy) gy 
CT), ae .. .November ey y 

Spring Shoe Show, Southeastern Shoe j if i acai ee ial 
— Henry Ne Dinkler Plaza, 2 ) / 
eachtree on Peachtree, and Pied- 2 " $2 $. 
mont Hotels, Atlanta, Ga... November 2- selling for wo and » more. 

Spring Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, Baker 
and Southland Hotels, Dallas, Tex. 

November 2-5 

Spring Shoe Show, lowa Shoe Travelers’ 
Association, Hotel Fort Des Moines, 
Des Moines, la. November 8-10 

Indiana Spring Shoe Show, Indiana 
Shoe Travelers Association, Claypool yt Mee 
Hotel, Indianapolis, Ind... November 9-11 a ee "tiled 

ine Shoe = ~ Shoe Travelers’ 

Club, Deshler Hilton Hotel, Colum- ‘a > 
‘se cs, American Standards 

Spring Shoe Show, Boston Shoe Travel- 
ers' Association, Parker House, Boston . 

November 9-12 biggest in-stock selection, too... 

Heart of America Shoe Fair, Central 
States Shoe Travelers’ Association, 
Hotels Muehlebach and Phillips, Kan- dress, school and sport 
sas City, Mo. November 15-18 — cements and welts from tots to teens 

Spring Shoe Mart, Pennsylvania Shoe > In-stock, nationally advertised 
Travelers’ Association, Hotel Penn-Sher- oct $4.50 - $7.95 (some slightly higher) 
aton, Pittsburgh November 16-19 

Spring Shoe Market Week, West Coast 


po ol a enna hy = - my -Yere), | IAN gS 
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why pass up a winning combination like this! 


LACONIAN SHOES CORP., LACONIA, N H 
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Fibre Sport Soles — for all the family. Attractively 


designed, suede or smooth. With 


» 
a i matching heels for 


— 








a nailing or with heels 


attached. Also Airflex 





Cork for work or casual wear. 


AIROLITE-NUCLEAR SOLES 


Nuclear-Airolite or ae 


cellular, aircushion a | 
Highest quality, we 


long wearing, trim edges. NAY 


Excellent for Bonwelts. 


Work & Dress COMPOSITION SOLES 


For work or dress 

in composition oil resistant 
Neoprene or Cork 

for maximum 


Slip resistant qualities. 


A TRUSTED NAME ON SHOE BOTTOMS SINCE 1924 


—Exhibiting... ALLIED PRODUCTS SHOW — 


New York Trade Show Building 
Booths 21 and 22 — August 3-6, 1958 
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SOLES AND HEELS 
Bat tou Buay Feat 


NITROCREPE MICROCELLULAR 


‘ 


“ 


6) S\ Lightweight, soft cushion step. 
av ON Safetred non-slip design. 


Also with Neoprene 
for oil resistant 
Safety soles. 


AIRCUSHION MICROCELLULAR 


Always firm, yet feather light 

for stitch attachment. 

Ideal for casual and work wear. 

With Neoprene for oil and 

chemical resistance. With new 
additive providing ar 


exceptional non-slip quality. 


NITROLITE MICROCELLULAR 


Now on the style leaders. 

For about-the-house and resort 
footwear. The latest, light- 
weight slipper soling 

in a variety of colors; 


designed or suede. 


THE BEARFOOT SOLE CO., INC., Wadsworth, Ohio 


BOSTON: 210 Lincoln Street, J. M. Calvin 
MILWAUKEE: 1931 South Allis, Atkinson Sales Company 
ST. LOUIS: 1602 Locust Street, F. E. Alston 
NEW YORK CITY: 225 Wesf 34th Street, Homer Bear 


July 15, 1958 





New, exclusive non-skid 


‘'Ribber’’ soles and heels. 











NATIONAL 
MAGAZINE 
ADVERTISING 


A full page in Field & Stream, Out 
door Life and Sports Afield kicks off 
a complete advertising schedule of 
27 ads in 1958. Sportsmen can't 


miss the story! 


Window and counter displays, news 
paper mats, rodio copy and television 
slides to help you tell ‘em and sell 
em on your store as headquarters 
for the greatest outdoor boot value 


in America! 


This boot has all the features most men 
want in an outdoor boot ... ard more / 


for extra support and extra 
strength. 


© Acme’s new, approved 
last for comfortable, tire- 
less wear. 


@ Water and acid resistant, 
supple, full-grain retan 
uppers. 
@ Firm, sweat - resistant 
Oak leather flexible 
insoles. 


© Water and acid resis- 
tant leather Goodyear 
storm welting. 


@ Non-tarnishing brass 
eyelets and rawhide laces. 


© Folded leather top 
binding. 


© Full gusset tongue of 
soft grain leather, sewed 
all the way to the top. 


@ Strong Nylon thread 
used in all fitting. 


@ Ankle conforming one- 
piece leather back-stay 


@ Steel shanks. 


© Both unlined and lined 
boots are available in two 
striking colors — Indian 
Brown and Natural Retan. 


@ Lined boots feature 
plump, full-grain glove 
leather lining in both foot 
and top. 





ACME BOOT Cco., Inc. Clarksville, Tennessee 


ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, 
PARADE MAJORETTE BOOTS, ENGINEER BOOTS 
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NOW ... the 
FEATHER- WEDGE” 


¢-- 


see san tn ty em, 


—_ & 








FEATHER-LITE 


Game-bird boot that makes your customer the 
of the walk’! Unbelievably soft and light, this boot 
weighs gnly ounces more than his dress oxfords! Acme 
built for incredible ease of action, in smooth Duc-Bak 
Neatly tapered, ankle-conforming com 


cock 


sports leather 
fort for the lightest, most tireless hike of your life! 


>ddh 

~~ —.! al 
Bantam weight leathers but tough and rugged 
wearing! Treated with a full quota of QUILON, it's 
exceptionally water and acid resistant. Has a cooling 
sweat-resistant insole! Only Acme’'s choice in leathers 


could combine such great durability with such gentle 


ease-of- wear in this all-new, light-as-a-feather boot! 


Si 


\ 


an} € 
ee same a seen ee te 


=~ em 


~~ 
<= 


COBRA SOLE 


safely, softly, sure footedly! 


Grips the ground 
wedge sole with inger 


Amazing Goodyear ‘'Cobra 
»us design which makes it remarkably non-skid 
self-cleaning, too. Criss-crossing scales’ keep dirt 
and mud from chunking up won't let mud or dirt 
be lumped or tracked along! This ‘Cobra’ crepe sole 
added proof that Acme has put only the finest in its 


new FEATHER-WEDGE'’ out-of-doors boot! 
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What's in a nome — when the effect’s the same? 


In spite of rights-of-way established for sailing craft, 


if this little guy is interested in survival . . . he better get to it. 


Get to it HIMSELF, we mean, without becoming a dependent. 


The way BIG BOATS aid little boats is to TAKE THEM aboard. 


The way little boats aid little boats is to COME ALONGSIDE 
... LASH TOGETHER .... AND PULL TOGETHER. 


TEMPEST 


Stocked in combination 

of Sport Rust and Nut Brown 
Madagascar; also combination of 
Black Madagascar with Grey Conga. 


HEYDAYS SHOES INC. + 2032 LOCUST STREET «+ ST. LOUIS 3, MISSOURI 
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Voice of the [rade 


“Let’s not be afraid of new things in 
the OSCAR 


DUBE, manager of the shoe depart- 


shoe industry,” says 
ment at McWhirr’s department store 
in Fall River, Mass. “Was the auto 
industry afraid to give people a big- 
ger, longer and more-expensive car? 
Was the auto industry afraid to offer 
a woman a car in a color to match 
her favorite ensemble color? Unless 
we want to go the way of the black- 
smith and the coal and wood busi- 


ness, we should go all out for the new 
things our industry has to offer. 
“Pointed 


were the first big change in footwear 


and modified slim shoes 
styles in many years. From the very 
beginning, I was all for them. They 
are the frosting on the cake for the 
shoe retailer. They have gone over 
very well. Women want them. I can 
honestly say these new styles gave this 
department the best year in its his- 
tory in 1957 and they are still bring- 
ing us very good business. We are 
selling 60 per cent in modified toes 
and 40 per cent in slim styles. It’s a 
business | wouldn’t want to pass up.” 
* * * 
“Tt’s not so much that hard times are 
coming but that soft times are going.” 
Groucho Marx said it first and then 
ARTHUR H. MOTLEY, president of 
Parade Publications, used it recently 
to preface his remarks. He said: “I 
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firmly believe that the bottom of this 
recession has been reached. But any- 
one who believes that we are going to 
pull out of it by increased defense ex- 
penditures or increased government 
projects of any kind, is just kidding 
himself. 

“The important thing to remember 
about our other recessions—is that it 
was NOT the government that spent 
us out of the recession, it was the 
American consumer. Employment and 
spendable income continued at reason- 
ably good levels. Merchants, finding 
their shelves bare during these ‘in- 
ventory recessions’ began to reorder 
and America could properly be said 
to have ‘spent’ her way out of each 
recession. 

“This is not an inventory recession 
hut a leadership recession .. . in labor, 
in business, in government. Whoever 
accepts leadership in any field must 
realistically accept the fact that in- 
creased productivity, wherever and 
however secured, is the answer to an 
expanding economy and_ reasonably 
stable prices... . 

“There is too little flexibility on the 
part of manufacturers. That’s the way 
we did it before, so that’s the way 
were going to ‘Jo it in °58. Today, 
everything has been formalized, and 
we have misled ourselves with fancy 
terms like marketing director, market- 
ing vice-president, sitting in an ivory 
tower figuring what ought to happen 
out there on the firing line . . . whether 
it bears any resemblance to actual con- 
There is too much 


ditions or not. 


theory, too little action. I’m not in 
favor of ‘no research’ or ‘no market- 
but I 
knowing just what is going on in the 


field 


showroom, for retail stores bear some 


ing analysis’ am in favor of 


so that programs for the 


’ 


BOOT aAanDSHOE 


RECORDER 


resemblance to the problem on_ the 


firing line.” 





“Whenever a new style is introduced 
too fast, it confuses the consumers and 
gives the retailers little or no chance 
to dispose of their earlier styles,” says 
ROBERT N. LANDRY of the Hub 
Shoe Somerset, Mass. 
“Pointed were 
brought out so fast that people didn’t 
build 


ceptance. The new styles were in the 


Store in 


toes, for example, 


have much time to up an ac- 
stores in a big way, before people 
for them. It 


selling to convince cus- 


were ready therefore 
took 
tomers to try 


“Now 


RECORDER that square toes are coming 


more 
the new shoes. 
I read in the Boor AND SHOE 
into the picture. If they are, I hope 
the 


sufficient build up.” 
% * 


manufacturers will give them 


slow- 


“Our 


downs is to maintain the same brands 


policy during business 
and the same price levels,” says MAX 
PORTMOY, manager of the Washing- 
ton Park Shoe Store in 
R. I. “We don’t get too excited about 


people switching to lower-priced shoes 


Prov idence, 


when money is not so plentiful. 
“We have 


time in 


found that there comes a 
life 


he or she gets the idea they can save 


every consumer’s when 
some money by buying less-expensive 
merchandise or by switching to a dis 
count or outlet store. Price-conscious 
shoppers always have taken a turn at 


buying from discount houses but they 
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invariably and quickly find there is 
a difference in value, comfort and ap- 
pearance. Why should a_long-estab- 
ished shoe store switch to lower-price 
levels or replace brand names just to 
meet this temporary condition? We 
believe they should not! We believe 
it is far better to stay as we are and 
cash in on the prestige we have de- 
veloped over the years.” 
* ” * 

“Shoe travelers should discuss each 
retailer's needs and problems indi- 
vidually, to get shoes bought and sold 
properly,” said RICHARD D. GRAF- 
FIS, president of the National Shoe 
Travelers Association. He spoke at a 
meeting of the Mountain States shoe 
retailers and travelers and commented: 
“The shoe merchant is supposed to 
fill the required needs in his com- 
munity and also provide leadership 
in the community; but the shoe sales- 
man should provide guidance and in- 
dividual help. 

“When indecision prevails as to cer- 
tain trends or styles, then it is up to 
the traveler to help the retailer elimi- 
nate this indecision. Shoe business ts 
in pretty good shape today. Buying 
has been below par the past eight 
months and clearance sales have been 
successful. Retailers need shoes toda: 
and that’s what adds up to buying: 
subsequently, selling to the consumer. 


who also needs more shoes today.” 
* 


KATHLEEN SPENCE, a 
Strawbridge & 


Clothier’s in Philadelphia, Pa., says: 


buyer ol 
women’s shoes at 
“Anything that will ease the shopping 
situation for mothers with small chil- 
dren will create more business. Many 
women are hampered in shopping and 
buying shoes for themselves because 
there is no one to leave the children 
with. and they have to bring them 
along to the store. Balloons or amus- 
ing toys (such as are often given out 
in the children’s shoe departments) 
help to divert the children’s attention 
and allow an opportunity for the main 
business on hand. 

“If you are going to give out gadget 

have more on hand when you expect 
the crowds. Youngsters attach a lot 
of importance to these giveaways, so 
have some for the older children as 


well.” 
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Profile .... 


by ESTELLE G. ANDERSON 





JAMES HAROLD KELLEY 


66 HERE are many things that have helped us increase our shoe 
business by 40 per cent during the past three years,” says James 
Harold Kelley, who is in charge of the shoe divisions of the 
Mercantile Stores Co., Inc. 
Ohio. 


“Jim” as he is known to his friends and associates in the industry, gen- 


with headquarters at MeAlpin’s in Cincinnat}, 


erously highlighted some of the procedures that have worked successfully 
for him and his company. 
He started with Mercantile Stores in October, 1950. 


ment was with the Giass Block Store in Duluth, Minn.. where he almost 


His initial assign- 


panicked at his first sight of a three-foot snowfall . . . and no wonder, 
for he was born in Chattanooga.Tennessee (in 1925) and spent his youth 
there. However, he managed to overcome the first “awesome” hazard and 
stayed on for the next three and a half years . . . until spring, 1954, when 
he was transferred to the Merchantile Store in Montgomery, Alabama. 
His initiative. understanding and merchandising abilities were increas- 
ingly apparent and were given greater and broader scope with each move. 
In 1954, Harold Jockers, president of Mercantile, appointed him head oi 
the entire shoe division for the company—eighty departments of men’s. 
women’s and children’s shoes with headquarters in New York. 
Jim Kelley felt that concentration and coordination could do a much 
Mercantile. By 


resources, plus some sound buyers, and by having more stores carrying the 


better shoe job for working with fewer and_ stronger 
same brand, there is a better chance to move merchandise around from 
one store to the other and thus eliminate markdowns. He was given the 
ereen light to pursue this course and it has paid off handsomely in a very 
strong and successful shoe organization top flight men doing a first 
And the secret 


shoe division in a department store like a shoe store and not like a depart- 


rate job. if you can call it that is running the 
ment store, 
As Jim says: “While we have open-to-buys, they are not ironclad. We 


[CONTINUED ON PAGE 104) 
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An attractive fall stvle destined to excite in 
creased interest in brown is this variation on 
the classic moc front pattern. The brilliantly 
polished Viorocco erain used in the aprow 
and at the top of the quarter contrasts with 
the smooth brown calf used elsewhere in this 


well thought out pattern. 


For further information write 


New Contrast in Brown 


Contrast of line is a keynote too. The 
curved tine of the moc front apron and qual 
ter line is in sharp relief beside the V-throat 
and stay. Further contrast is provided by the 
show-through of the smooth tongue against 
the grain of the throat. The whole is a new 


shoe in brown: a challenge to kine black. 
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for daring designs... . 
... the DRAMA of. 


f Uf 


/ 


These designs available 
to shoe manufacturers 
Send for your FREE sketch! 


the MOST WANTED Textured Leather 


“ENCORE!” say manufacturers, retailers and customers alike applauding inimitable ‘‘SHAG"’, as 
season after season this rich-textured leather responds like a trouper to every new Fashion trend. 
Shaping a tapered toe? Cutting a clean corner? Slimming a smart strap? Grade up shoe styles with ‘SHAG’. 
Let its proven popularity pre-sell your entire Leisure line . . . for men, women, children. 


LOOK TO BREZNER FOR FASHION-RIGHT LEATHERS 


Send for swatches .. . (every wanted shade) ... or contact our representative .. . TODAY! 


See Complete Line at Booth 57, Leather Show 
THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 South Street, Boston 11, Massachusetts 


“Fashion Right Leathers from our Tannery, Penacook, New Hampshire’ 


ST. LOUIS, MO CINCINNATI, OHIO NEW YORK MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co John A. Spille Co Homer Bear Jack G. Mendelsohn Leibman & Cumming 
PHILADELPHIA, PA MILWAUKEE, WIS ROCHESTER, N. Y LOS ANGELES, CALIF. San Francisco, Calif. 
Schoenberg Leather Co Harold |. Stewart Grahom Bros. Sales Russ White Co. 
MONTREAL, QUE., CANADA Handbag Representatives: NEW YORK, N. Y. 
Stockton & Sedgwick Chilewich Sons & Co. 
Representatives in All the World's Leading Leather Markets 
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TRENDS 
Men's - Women’s - Children’s 
Spring and Summer 1959 


SHOE MATERIALS 


@ STYLE LEATHERS IN BRIGHT COLORS of the 


spectrum will be sponsored the way red was this past 





year. 

@ OMBRE COLORINGS OF TWO TO SIX SHAD- 
INGS OF ONE COLOR in smooth or sueded leathers 
or fabrics will be introduced as the novelty for winter 
holiday and resort shoes. 

@ NEUTRALS OF GRAYS, BEIGES, TAUPES have 
continued volume importance. There is a shift in inter- 
est from the original golden-cast Benedictine to a richer 
brandy shade, for all-over shoes and trims on white. 

@ SMOOTH LEATHERS IN WHITE and very pale, off- 
white tones of clay, bone, mushroom, milkweed and 
white spray, and sparkling white fabrics are very im- 
portant for all-overs and combinations with darker 


neutrals and with white or black touches. 


@ PINK WITH WHITE AND LIGHT BLUE, in both 
gentian and turquoise casts, are slated for new type 
pump and T-strap patterns for resort wear with match- 
ing stockings. 

@ BLACK CALF, BLACK PATENT AND DULL OR 
SMOOTH GLAZED KID in jet black are of first im- 
portance for spring style volume. 

@ PALE WATERY GREENS, in both blued and _yel- 
lowed tones, are the new off-beats matched to fabrics 
and millinery. 

@ SATINY NAP SUEDES are combined with printed 
silks in floral and Paisley designs for new resort shoes. 
Colors predominating are golds, greens, rosy red, floral 
pinks and magenta tones; also light floral blues and 
deep peacock, dragonfly and royal blues. 

® BRIGHTER GINGHAM BLUES, reds and shrimp 
tones are introduced for girls’ shoes while natural saddle 
and bridle leather colors from cowboy influences are 





more important in leathers for boys’ shoes. Pink, baby 
blue and yellow are shown for first walker shoes. 

® SUBDUED MIDDLE TONES OF BROWN, not too 
dark to be worn with summer suits, not too ruddy in 
tone for good color harmony with grays and blues, are 
the newest colors for men’s shoes. Smooth and indented 
soft textures continue in style acceptance. 
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SMOOTH LEATHERS: 


@ SMOOTH LEATHERS in various tannages that 
take a beautiful mellow polish are all at the top 
in fashion popularity. There are also new mat 
and bright smooth leather tannages on calf, kid 
and kip and an Italian type dull finish something 
like antique tooling calf. 

Fine light kidskins for the delicate patrician 
shoes on long, tapered lasts have new importance 
in fashion. These kidskins are in regular glazed 
tannage and in various new aniline and semi- 


aniline colorings with slightly duller finish. 


@ SMOOTH LEATHER COLORS are truly nota- 
ble for their variety and fashion interest. Not since 
pre-war days has there been such emphasis on 
wide selections of style colors to augment the basic 
color ranges. Smooth leathers play the leading 
part in newest color harmonies of ombré and 
tone-on-tone effects. 

Smooth finish is applied to aniline. semi-aniline 
and pigment chrome feathers of all types. includ- 
ing kidskins, calfskins. goatskins, kangaroo. kips. 
sheepskins and sides. These smooth finishes ex- 
emplify the new craftsmanship of tanning and are 


available in white. black. dark colors. and pastels. 


FABRICS... 


e@ SILKS, PRINTS, POLISHED COTTONS will 
go into many spring and summer styles. Silk, the 
basic yarn for many fabrics, will be used in fine, 
smooth weaves like peau de soie and satin; fine 
ribs and textured nubby weaves. There will be 
silk prints, cotton and linen prints. Top style 
manufacturers want designs that are different from 
last year’s. Where they use florals, they say they 
want widely spaced flowers since they require more 
skill in cutting and can be exclusive in quality 
shoes. Polished cottons have a fresh, crisp look 


well-suited to summer shoes. 








Tops in Popularity for Basic and High Fashion... 


® OTHER SMOOTH LEATHERS popular for 
shoes are tanned by combination or full vegeta- 
ble processes. These popular leathers are in calf- 
skins, kips, veals and sides. Some of them are 
stuffed or treated with special oil tannage for use 
in sport boots and water-repellent winter footwear. 
Others are finished with special seasonings and 
pigments in natural “extract colorings” of saddle 
and bridle character. 

In the old days of tanning, both white and black 
leathers, which are artificial finishes on leather, 
were extremely difficult to produce. Chrome made 
possible a new whiter white and blacker black. 


@ ANILINE LEATHER is drum-dyed, chrome or 
combination tanned leather treated with new. sea- 
sonings. Pigment dyes are opaque and form a 
color surface on the leather, while aniline is trans- 
parent and is absorbed into the top grain. The 
characteristic of aniline leather is this transparent 
color, which seems to give almost a third dimen- 
sion to a smooth surface. The aniline color is one 
with the surface texture. which has a hand-rubbed. 


burnished look. 


@ CALFSKINS. KIDSKINS AND KIPS are newly 
important in’ aniline-dyed  tannages. In semi- 
aniline leather, approximately two-thirds pigment 


dye to one-third aniline dye is used. 


@ JACQUARDS AND RIBBED WEAVES 
will add textured interest to fabric shoes for 
the coming spring and summer. Cotton 
jacquards will be used. Tapestry fabrics, 
proven successful by a few manufacturers in 
1958, will be in some style lines as a new 
textured type. Ribbed fabrics, like poplins 
for example, will be used in white, bright 
colors and combinations. Dark colors for 
spring will be good in faille type fabrics. 
Both jacquards and ribs belong with the 
trend to finely textured upper materials. 
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SUEDE LEATHERS: 


e@ SUEDED LEATHERS in radically changed finishes have 
come into style prominence this past year in both higher- 
priced and popular price brackets. These new suedes are 
similar to the original “Swedish” leather tanned on the 
flesh side and drum-dyed with aniline coloring in the late 
nineteenth century. All nappy leathers take their name 
“suede” from this process. 

Outstanding characteristic of the newest of these suedes 
is the two-way nap or the so-called “fingerprint” or “track- 


b 


ing”’ effect instead of the closely shaved nap of regulation 


modern top-buff suedes. 


@ FINE NEW CROCK-RESISTANT SUEDES 
produced by improved processes have the same 
close nap as top-buff suedes. Both of these 
suede finishes have gained new friends for 
suede leathers which, during recent seasons, had 
suffered a brief fashion eclipse. 

Satiny, two-way nap, as well as crock-re- 
sistant, suedes have now a much more impor- 
tant fashion status than anyone expected. Spring 
advance sampling of these beautiful non-crock 
satiny sheen suedes gives an indication of grow- 


ing fashion importance in spring lines. 


FABRICS... 


@ SATIN AND PEAU DE SOIE are ideally suited to some- 
what formal spring shoes. Satin has, at times, been very 
popular for summer wear but most women prefer it for 
cooler weather. This summer it will be used to trim other 
fabrics, such as crepe and linen, and to give sparkle to 
suedes and brushed suedes. Tone-on-tone satin stripes of a 
contrasting color on cotton has been sampled. Peau de 
soie—literally skin of silk—is a favorite in black and in 
white for tinting. Each season sees some variations on this 


fine, elegant weave. 





Migh Fashion and Volume in New Finishes... 


@ OFF-BEAT COLORS are shown in satiny nap suedes. 
These are the headliners in colors for spring—some 
pale—some grayed—some extremely bright. These are 
so versatile for accessory coordination that they are 
being sampled for matching handbags and shoes, and 
hosiery colors are being developed to match or repeat 
tonalities of these off-beat colors, so utterly unlike regu- 
lar suede shades. These new suedes are much easier to 
clean and keep clean than regular suede leathers. 
Major portion of fashion suedes are on kidskins but 
a few calf suedes are being made, and an increasing 
number of kip tannages in the new two-way nap effects. 


@ SUEDE FINISHES on kips and sides in sueded, 
nappy and rough leathers, also splits, for casuals 
and sports shoes in unlined patterns, are also of 
volume importance. Shaggy suedes in two-color 
effects, similar to fabrics; heavy weight, neutral 
back calf and kid suedes for unlined shoes for men 
and women and children. 

Suede is used now as a generic term to describe 
a velvety nap surface for a wide variety of mate- 
rials. As ordinarily used in the trade, the terms 


“ooze” and “suede” have much the same meaning. 


e@ COTTON PRINTS AND TEXTURE 
BLENDS have the real look of summer in 
their fresh colors and varied weaves. In the 
prints there will be stripes and geometrics, 
as well as flowers, on smart, young shoes. 
Texture blends appear in tweed mixtures and 
in strawcloths, among others. One new 
fabric combines rayon and cotton in a two- 
tone effect. A bouclé yarn is alternated with 
a wavy faille yarn in another. Mohair com- 
bined with cotton and rayon gives the tex- 
tured feeling of straw. 
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GRAINS and TEXTURES: 


® SHRUNKEN GRAINS, deeply indented, of 
the types popular on kidskin during the past 
two years, appear in new effects for spring. In 
place of the fur grainings, they are showing 
reptile and pattern grains, embossed, then 
shrunken by the “frying” process. These in- 
dented grainings do not pull out in the fin- 


ished shoe. 


® BOARDED AND CREASED effects on calf. 
kips, veal and sides, also embossed grains with 
additional creased or boarded finish, all add up 
to softer grain leathers than we have seen since 
the development of the first “box calf” and 


“willow grain” calfskins in England. 


® SURFACE GRAININGS, in a wide choice of tex- 
ture patterns, today offer the best medium for softened 
effects in finished shoes. For the spring season there 
is a trend away from the coarser grainings to very fine 
soft ones. These finer grains are represented in both 
natural shrunken and embossed finishes and available 
in various weights for lined and unlined shoes. There 
is new emphasis on unlined weight, grainy or textured 
calf and kid for women’s shoes of a new dressier 
character. 

@ NEWEST of the grain leathers are aniline kid or 
calf with subtle two-tone coloring or ombré shadings 
of light to dark tones. Another new grain surface is 
a printed pattern on calf or kip, to simulate the 
grain character of kidskin. 


FABRICS: 


® MESH AND DUCK TYPES are true warm weathei 
fabrics. Mesh has established itself as one of the basic 
materials for summer. Fine veiling mesh is carrying 
over from last year in some new versions, used in 
unlined shoes. Duck, sailcloth or canvas—all the 
coarser, sturdier fabrics will be used in casual and 
country types and are very much liked for their easy 
cleanability. On flat, low or leather spectator 1 

heels, they will serve many summertime purposes. 








Fine. Soft Grains for High Fashion and Volume 


® THERE ARE NEW IMPROVED TANNAGES OF 
PIGSKIN in demi-luster and dull finish in natural sad- 
dle tones and in a surprising range of pastels and 
brights. 


® SIDES TANNED IN SMOOTH AND SOFT ELK 
FINISHES in neutral back types for unlined shoes and 
in varying weights for men’s sport shoes, women’s 
casuals and children’s basic footwear have never en- 
joyed such high popularity as they do today. These 
elk-tanned leathers now resemble very closely the 
original Indian tannages, achieved by the smoking 
process on genuine deerskin. 


@® SHANTUNG AND LINEN belong 
among the summer classics, more pop- 
ular in some years than others but 
always two of the most attractive. and 
summer-right fabrics. Shantung, with 
its lightly broken weave, is attractive 
in white and dark colors and good foi 
tinting. It can be made as a soft 
dressmaker style. entirely of shan- 
tung. or trimmed with leather. It is 
also an important fabric for men’s 
shoes. Linen, attractive in much the 
same way as shantung, for its cool 
look and slightly uneven weave, will 
have high style promotion. 


® GLOVE-TANNED LEATHERS, with surface texture 
something like genuine deerskin glove leather, are 
made on calfskins, kips, veals and sides. There is also 
a heavy goatskin tanned by this method. New beam- 
house and fat liquoring methods and semi-aniline 
coloring help to produce these unique glovy leathers. 
These leathers are superlative examples of modern tan- 
ning, reflecting specific end uses—detailing the new 
soft shoes. 

® EMBOSSED HEAVY LEATHERS IN SCOTCH 
AND PEBBLE GRAINS on sides and kips still play an 
important part for boys’ shoes, college types and heavy 
duty footwear. 

@ FINELY TEXTURED GRAINS will be 

used in town type, elegant pump, strap 

and tie patterns. 








PATENT LEATHER: 
for Year “Round Volume and High Fashion 
REPTILES: Gaining New Fashion Interest 


® PATENT LEATHER, after a style triumph in 1957-1958, 
now takes on new importance for year-round acceptance, to 
be used in combinations for spring, largely with pale tones 
of kid, suedes and textured calf. New patterned patent has 
dots, stripes, over-stripes and florals under the transparent 
top finish or on the surface. Red patent is popular for girls’ 


shoes, as are some bright colors for women’s volume shoes. 
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colors. These colors will be teal, shocking 
pink, saffron yellow, off-white, yellowed green 


ee ; ; and coral. Alligator lizard will be made in the 
® REPTILES in new colors and finishes will be 


” ‘ a last two named. Snakeskins—one with a se- 
featured this coming spring and summer more 


than for many seasons past. Calcutta lizards, quinned finish—and cobra will also be made 
long out of the high style picture, will have a in the six new colors. Alligator will be in the 


new luster finish and be dyed in a range of shocking pink and off-white. 
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FABRICS - STRAWS - VINYLS 


® STRETCH FABRICS, STRAWS AND VINYL PLAS.- 
TICS will be important for spring and summer 1959. 
Stretch fabrics made with the stretchable yarn woven 
into the material are the newest way of making the 
fabric itself function as a fitting adjustment. Straws and 
strawcloths will have an important place in cruise and 
summer shoes. In straws the natural color, not too pale, 
and the real straw look are preferred. Strawcloths, in a 
variety of yarns, colors and weaves, go into quality lines. 
Vinyl plastic, especially the match-everything clear, 
colorless type, has become a classic, introduced in a few 
styles each season by high style, quality, as well as lower 
price, groups. It may be trimmed with leather, satin, 
silk or an ornament. 








WHO MAKES IT? 


WHAT BRANDS? 


WHO SELLS IT? 


WHERE 10 BUY? 


SEE PAGE 138 
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“THE DON" ly BORG 


REVELATIONS 
BY DESCO... 


jw fashion-wise lady — whether shopper, 

sports spectator or suburbanite — 
appreciates smart, comfortable casual wear. 
This popular boot creation features BORG 
100% Dynel Trim and Nylon Lining to meet 
milady’s fancy. Soft, durable and so light- 
weight, BORG deep-pile fabrics offer the 
ultimate in style and luxurious foot comfort. 
Look to BORG for the very finest. 
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FABRICS OF THE FUTURE 
ARE YOURS TODAY 


BORG FABRIC DIVISION 


The George W. Borg Corporation * Delavan, Wisconsin 
In Canada... Borg Products Limited ¢ Elmira, Ontario 
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The a Touch 


Sells the Extra Pair 


There's a big difference between selling shoes and just fitting 


them. but aggressive merchandising can be handled quietly. 














Entire front wall is of glass, 
slides back electrically into 
side walls when store is 
open, Huge entrance is kept 
open winter and summer, 
encouraging patrons to wan- 
der in without feeling they 
are entering a store. 


Shoe fitting is done expert- 
ly, with care and patience. 
Dramatic recessed  show- 
cases highlight shoes, while 
floor display of co-ordinates 
again reminds that no pair 
of shoes is complete without 
matching handbag. 











66 HEN a person walks through the doors 
and into a store, he has paid the owner 
the biggest compliment he _ possibly 

could. He is entitled to the most courteous treatment 

for that reason alone, whether he buys anything or 
not.” So says Stan Fishman, aggressive young manager 
of Innes’ Lakewood store. How well this policy has 

paid off is proven by the fact that in the face of a 

general recession, his store’s gross business is up 10 

per cent over the same months a year ago. 

Fishman took over the managership some eight 
months ago with a firm policy in mind. He determined 
to treat every person entering the store as an indivi- 
dual, and to create an individualized approach. 


Extensive Mailing List 

Typical of this policy is his extensive mailing 
list. Every clerk is trained to ask every person enter- 
ing the store for a name and address, “for our new 
mailing list.” This is done whether they buy or not; 
even a walk-out is recorded. A few days later, they 
receive a postcard hand addressed which reads, “Just 
a note to let you know how much I appreciated the 
vpportunity of serving you the other day. Please drop 
in again soon,” signed by the salesperson who made 
the contact. This is followed up in another week or two 
by a postcard, also hand addressed, announcing a 
new collection and suggesting that they drop in or 
phone. After two or three such cards, the person comes 
in and asks for the salesman by name. A few days 
after the sale is made, another card is sent thanking 
them for making the purchase. 

Response to this personalized list has been un- 
believable. In the master list. there are very few names 
that don’t have a sale or two chalked up along-side 
as a result of this “thank you” card system. 


A Side Effect 

A side-effect is that it gives Fishman one of the 
liveliest mailing lists in the business. Every name _ is 
current, and a broadside mailing hits live targets, not 
move-aways. 

It also leads to merchandising methods that could 
not otherwise be used. When things slow down. 
instead of letting his salespeople stand around, Fish- 
man gets them in front of a telephone. They phone 
their regular customers, inform them of a special sale 
or a markdown; sometimes make a definite appoint- 
ment for them to drop in. Before making the call they 
refer to the “previous sell” list and perhaps see that 
the lady bought a pair of red pumps six months ago. 
This is a cue to say during the call, “By the way, that 
pair of red pumps I sold you last fall—I have some- 
thing similar in a textured calf that is just your size 

| CONTINUED ON PAGE 106! 


Children’s section is at one end of store, to isolate 
childish hubbub. Merry-go-round and circus motif in 
murals establish gay atmosphere, as well as keeping 
other youngsters in the family busy while fit is being 
made on one child at a time. 


Assistant manager Chick Glabman (left) and Man- 
ager Stan Fishman look over a shoe tree display rack 
in their store, the beautiful Innes’ at Lakewood. Lo- 
cated in a huge new shopping center, store draws strong 
trade from nearby upper-middle class residential area. 


th - 
Just inside the entrance, display racks take up the 
fashion theme and plug the latest trends. Copies of 
Vogue, other consumer fashion books, are featured 
and used as sales aids. 














The Leather Show 





The Challenge .. . 
to Soft Goods 


HE Semi-Annual Leather Show on August 5 
and 6 will herald a vital change in the leather 
and shoe industries. It is a change dictated by 
facts and by the logic of consumer. demand for shoes and 
other soft goods. In spite of uncertainty stimulated by 
the recession atmosphere in hard goods, the leather 
and shoe industries have become aware of the persis- 
tent high level of consumer demand for their products. 
In February 1958, when the rumblings of recession 
in capital goods industries first made themselves gen- 
erally felt, a positive viewpoint was projected for shoes 
and other leather products. It was asserted that con- 
sumption of footwear would be maintained in spite 
of the output declines in Pittsburgh or Detroit. This 
positive affirmation was received with some skepticism. 
How could leather or shoes withstand curtailment in 
the bell-wether hard goods industries? Against the 
Lackground of that question, buying caution and _ in- 
ventory liquidation became the order of the day. 
Facts have now dispelled doubt and confirmed the 
accuracy of the position taken earlier this year. Con- 
sumption of shoes and leather accessories has been 
maintained. The slide in capital or hard goods output 
has not impaired consumer soft goods demand. On 
the contrary, there is reason to believe that a reduction 
in Consumer commitments for new cars and appliances 
has actually released purchasing power for shoes and 
other soft goods. In spite of a late, cold, and wet 
spring, both dollar and unit volume in shoes are ahead 
of a year ago. 
1958 


retail and at 


The leather and shoe industries moved into 
Stocks at 


manufacturing levels were moderate by every reasonable 


with no inventory excesses. 


business standard. Nevertheless, the atmosphere of fear, 
uncertainty and recession pervading the country induced 
considerable inventory liquidation. All along the line 
from retailers back, less merchandise was acquired in 
the first half of 1958 than necessitated by actual con- 
sumer demand. The results are unequivocally clear. 


82 


Inventories currently have been reduced to a point 
which makes prompt delivery an urgent necessity as 
well as a virtue. 

At the Leather Show the facts of consumption and 
of minimum trade inventories must inevitably make 
themselves felt. With the needs of industry shaping 
up on a basis comparable to 1957, reduced stocks in 
tanners’ hands and lower inventories of shoes will 
entail tight delivery schedules. With a high marketing 
potential for footwear, losses in volume can only be 
avoided by the most efficient use of available stocks. 

The Leather Show will again demonstrate the in- 
exhaustible ingenuity of U. S. Tanners. New develop- 
ments in leather texture and color will reflect tanners’ 
response to merchandising needs in footwear. A new 
battery of promotional appeals will be unveiled to fa- 
cilitate the sale of more and better shoes to consumers. 
New leathers at the Show emphasize the extraordinary 
value story implicit in footwear. 

One of the most vital considerations before the leather 
and shoe industries is the temper and trend of con- 
sumer demand for value. It would be a profound 
mistake for the shoe business to encourage any depre- 
ciation of the price of its products. Shoes already 
represent the greatest relative value of any consumer 
goods. To put it bluntly, shoes are cheap by every 
conceivable measure, including consumer purchasing 
power. 

The genuine market potential of the shoe business, 
therefore, requires the promotion of quality and is 
an opportunity for the increased sale of better grades. 
An increase in dollar volume, over and beyond the 
gains attributable to physical increase, is a real and 
practical possibility. 

The new season, on which the Leather Show will 
open the curtain, should mark the resumption of growth 
and progress. It can be a season with profitable re- 
wards for sound merchandising in every segment of 


the leather and shoe industries. 
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The Leather Show 





TANNERS’ COUNCIL OF AMERICA. INC. 
derd Semi-Annual 


Showing of American Leathers 


Waldorf-Astoria=August 5th and 6th, 1958 


List of Exhibitors 


Company Booth 


Acme Leather Co., Inc. 
Allied Kid Company 

Brezner Division 

Standard Division 

McNeely Division 

Sterling Division 

New Castle Division ; 
Amalgamated Leather Co.'s Inc... 
Amdur Leather Co., Inc. 
William Amer Company... 
American Belly Tanning Corp. 
American Kid Company, Inc. 
Armour Leather Company .. 


Peter Baran & Sons, Inc... 
J. S. Barnet & Sons, Inc... 
Barrett & Company, Inc. 
Beadenkopf Leather Co. 
Beggs & Cobb, Inc. 
Besse, Osborn & Odell, Inc.. 
Braude Bros. Tanning Corp. 
W. D. Byron & Sons, Inc.... 


Carr Leather Company 
Chilewich Sons & Company 
(Leather's Best Division) 
Colonial Tanning Co., Inc... 

Continental Tanners, Inc. 


Crestbrand Leather Co. 
Donnell & Mudge, Inc. 


F. C. Donovan, Inc. 
Dreher Leather Mfg. Corp. 
Dungan, Hood & Co., Inc. 


Eagle Ottawa Leather Co. 
Eastern Tanning Company 
(Division of Loewengart & Company) 
B. D. Eisendrath Tanning Co. 
John R. Evans & Co. 


Fermon Leather Company, Inc. 
Flagg Tanning Corp... 
Fleming-Joffe, Ltd. 

John Flynn & Sons, Inc. 

S. B. Foot Tanning Co... 


A. F. Gallun & Sons Corp. 

Garden State Tanning, Inc. 

Geilich Tanning Co. 

General Split Corp. 

Gilbert Tanning Co., Inc. f 
Gordon-Gruenstein, Inc. 50 
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OFFICERS 


PRESIDENT 
RALPH H. EWE 
* 
TREASURER 
CARL F. GOOD 


EXECUTIVE 
VICE-PRESIDENT 
IRVING R. GLASS 


SECRETARY 
LEIF C. KRONEN 


EXHIBIT COMMITTEE 


DAN HICKEY, Surpass Leather Company, Chairman 
S. B. FOOT, S. B. Foot Tanning Company 

D. N. GUTMANN, Gutmann & Co., Inc. 

MILTON HUBSCHMAN, E. Hubschman & Sons, Inc. 
FRANK R. LEMP, Armour Leather Company 

JOSEPH W. MACPHERSON, John R. Evans & Co. 
STUART A. SPALDING, A. C. Lawrence Leather Co. 





Booth 


John Gorvers Company, Inc. 104 
Granite State Tanning Co., Inc. 92 
The Griess-Pfleger Tanning Co. 103 
Gutmann & Co., Inc. él 


L. H. Hamel Leather Co., Inc. 63 
Thomas B. Harvey Leather Co. 110 
Hebb Leather Co., Inc. 43 
Hecht American Corporation 47 
Hiteman Leather Co., Inc. 86 
Horween Leather Company 10 
Howes Leather Company, Inc. 30 
(American Oak Chrome Retan Div.) 
E. Hubschman & Sons, Inc. 54 
Hunt-Rankin Leather Co. 4 


Company 


Irving Tanning Company, Inc. 40 


Johnstown Tanning Corp. 106 


(Division of Fleming-Joffe, Ltd.) 


1. M. Kaplan, Inc. 83 
Kirstein Leather Co. 52 
Korn Leather Co., Inc. 64 
Kroy Tanning Company, Inc. 97 


A. C. Lawrence Leather Co. 
G. Levor & Co., Ine. 75 
J. Lichman & Sons 29 


Company 


Loewengart & Company 


Hermann Loewenstein, Inc. 


N. H. Matz Leather Co., 


R. Neumann & Co. 
The Ohio Leather Company 


Patio Leather Corp. 
Pfister & Vogel Tanning Co. 


A. H. Ross & Sons Company 
Fred Rueping Leather Co. 


Seal Tanning Co., Inc. 
Seton Leather Company 
Shrut & Asch Leather Co. 
Sigma Leather, Inc. 

Slattery Bros. Tanning Co. 
South Leather Company 
Steinberg Bros., Inc. 
Superior Tanning Company 
Surpass Leather Co. 


Tan-Art Company, Inc. 

Albert Trostel & Sons Co. 

United States Raw Skins Tanners, Inc. 
United Tanners, Inc. 


Inc. 


Verza Tanning Co., Inc. 
Winslow Bros. & Smith Co. 
Witch City Tanning Co., Inc. 





The Selling Operation 












































A good salesman will never fail to show proper 


appreciation for the 


HERE are usually four divisions in the organi- 
zational structure of a retail store. 
A. Management division—care of the store 
and supervision of the personnel. 

B. Finance or controller's division — money and 
records, 

C. Sales promotion division. which includes adver- 
tising. 

D. Merchandise division, which not only includes 
the purchasing of merchandise but is responsible for 
selling it also. 

Although selling comes under the jurisdiction of the 
merchandising division, the success of any shoe store 
or department depends upon its ability to sell the shoes 
at a profit. No matter how good the buying of mer- 
chandise if the sales force is unable to sell it 
profitably, all the “good buys” become unimportant. 

New organizational charts are being introduced, 
making the selling division a separate entity with more 
emphasis placed on one of the most important func- 
tions, namely. SELLING. 

Shoe salesmanship — when properly done — helps 
people understand and satisfy their wants, needs and 
desires in the purchase of footwear. 

The complete selling operation consists of: 

1. Finding out what the customer wants in type, 
style, pattern and color. 

2. Finding the shoe that will come closest to the 


customer’s desires. 


customer’s purchase 


3. Showing the customer why the shoes selected will 
answer the purposes for which they are wanted. 

By following this course, it becomes unnecessary to 
use undue pressure in selling shoes. 

The shoe salesman should have a direct approach. 
He should also have a high regard for himself and his 
job, as well as for the store and thus be in a better 
position to help his customers buy wisely. The cus- 
tomer will have a positive attitude towards the store 
and its merchandise—depending entirely on the actions 
of the salesman. 

The successful salesman: 

1. Should be sure of himself, but not over aggres- 
sive. 

2. Should not show “superior airs,” condescending 
to wait on his customers. This builds up sales resistance 
and discourages repeat trade. 

3. Should not assume a “know-it-all” attitude. 

1. Should have confidence in himself and thereby 
create a corresponding confidence in the shoes he sells, 
us well as in his ability to do a good selling job. 

5. Should be an advisor as to the correctness of the 
shoe and its component parts—as well as of the fit in 
relation to the foot. 

6. Should be alert. 

7. Should be courteous. 

A positive attitude towards the shoe salesman’s job 
is made up of a number of factors. This attitude can 


mean all the difference between success and _ failure. 
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The success of any shoe store depends on the ability of its sales force to 


sell shoes at a profit. Without this, everything else becomes unimportant. 


Some of the factors that determine a positive attitude 
are: 

A. Good health. Selling shoes requires a great deal 
of stamina—selling, shifting stock, meeting the numer- 
ous fatiguing situations that confront the shoeman 
daily. 

B. Posture. Slouching and sloppiness give the impres- 
sion of a lack of interest. On the other hand, good 
bearing denotes alertness and an interested desire to 
help in the selection of the shoes. 

C. Voice. The manner in which the voice is used 
can mean the difference between success and failure. 
A well-modulated voice with good oral expression indi- 
cates interest in the customer's problem. It shows en- 
thusiasm and a willingness to help in the purchase. 

D. Appearance. The salesman represents his store 
and the shoes that he sells. Therefore, the first impres- 
sion that the customer gets when he or she is ap- 
proached, can result either in a sale or loss of one. 
Appearance somehow engenders high regard or a com- 
plete feeling of incompetence. Clothing should be ap- 
propriate, clean and well pressed. Shoes should be 
shined, and in good condition, since they draw atten- 
tion first. 

E. Alertness. The salesperson should be wide awake 
when fitting shoes. The expression on the customer's 
face can tell whether the shoe is causing any discom- 
fort, or whether the shoe satisfies the customer’s need 
in its appearance. The customer’s tone of voice can 
also indicate satisfaction or dissatisfaction. If the 
salesman is alert he can save a great deal of time by 
supplying the proper shoe. 

The salesperson should also notice the shape and 
type of foot that is being fitted so that he can present 
the proper shoe, as to last and pattern. This will create 
more confidence in the customer and make her feel 
that a good fit is assured because the salesman under- 
stands her needs. As a rule, alertness is an outward 
indication of a knowledge of the shoes in stock and 
the ability to present the proper type for the foot being 
fitted, 

There are many times when the salesperson finds 
ene foot larger than the other, or the second toe longer 
than the first. By casually calling this to the attention 
of the customer, it can make all the difference in the 
world. It is not often that a customer has these facts 
brought to her attention and she generally appre 


ciates it. 
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By SEYMOUR HELFANT 


Manager, Smaller Stores Division, N. R. M. A. 


I’. Confidence in one’s self. If the salesperson is 
properly acquainted with the anatomy of the foot, 
construction of footwear, lasts, patterns, and the mate- 
rials used in shoes, he will automatically have more 
confidence in himself, and his ability to sell shoes will 
be greatly increased. He will be in a better position 
lo serve the customer properly and build up the pres- 
live of the store. This confidence usually influences the 
customer who is not sure into making a purchase. 

G. Enthusiasm. This is one of the most important 
assets of any salesman. If he has a proper knowledge 
of shoes and feet, together with enough confidence in 
himself, he can then have all the enthusiasm necessary 
to do a good job. This enthusiasm is contagious and 
has been the secret of good selling as long as there 
has been a need for salesmanship. To be enthusiastic, 
the salesman must really enjoy helping the customer 
make a purchase, 

H. Ability to remember. Especially in shoes, where 
styles, patterns in relation to feet play an important 
part in selling, the salesperson should be able to remem- 
her what styles are in stock and how they can best 
satisfy the needs of the customer. A good memory 
can also be used to great advantage in recalling cus- 
tomers’ names. 

I. Smile. The shoe salesperson who has a warm, 
sincere smile can create a delightful mood in which to 
shop. Too many shoe salespeople make things so much 
more difficult for themselves because of their grouchy 
dispositions. They discourage potential customers from 
returning to the store and lose sales that could have 
heen made with little effort. 

J. Sincerity. Trust and confidence are more easily 
engendered when the salesperson is sincere and honest 
in his desire to help fill the needs of the customer. 

K. Imagination. The good shoe salesperson will be 
able to “paint a picture” as to the use of the shoe. He 
can interpret the needs of the customer and fill them 
properly with the correct shoe for the occasion. The 
salesman who possesses imagination will be in a better 
position to point out the maximum uses for any shoe 
he attempts to sell and can “dramatize” them to the 
best effect. 

L. Self-control. Because of the many obstacles pres 
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J. G. Scunirzer. Director of the Leather, 
Shoes and Allied Products Division of the 
Business 
Administration, sits 
Vemorial 
Asso- 
a philanthropic foundation of 
Mr. Schnit- 
win 


U. S. Commerce Department's 
and Defense Services 
beside Kenyon 


Holly 
the “210 


the T. 
dward presented him by 
ciates, Inc.,” 
the shoe and leather industry. 
zer is the only government 
the honor. 


man to 


HAVE 


generally 


American tanners 


kept 


® world progress in tanning 


abreast of 
technology ? 

A. There is no doubt that we have 
kept ahead of the rest of the world 
in tanning know-how. Most countries 
have not yet developed such types as 
washable or dry-cleanable leathers. 

(). How does American productivity 
stand up against that of world and 
specifically European tanners? 

A. Only the fact that our produc- 
livity is higher than all other coun- 
tries has enabled us to partially offset 
the 


words, 


increased labor costs. In other 


while American tannery em- 
ployes receive the highest wages paid 
work the 
world, they also produce much more— 
but to the fullest of the 


differential. 


for similar anywhere in 


not extent 
(). What are some of the more re- 


cent technological improvements 
which will better quality, speed pro- 
duction, and lower leather costs? 

A. | think there are two fields in 
which improvements are clearly indi- 
The 


cated. The first is in quality. 
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Tanning 
Progress 
in the 
United States 


Is the tanning industry in the United States keeping pace 
with the march of progress? Is our commercial tanning 


technology at least on a par with that of other nations? 
What must tanners and leather-working firms do to prevent 
further inroads by non-leather materials in the manufacture 
of footwear? In the following question-and-answer inter- 
view, the editors of Boor AND SHOE RECORDER present some 
provocative questions on these topics to the federal govern- 


ments top leather economist 


J. G. Schnitzer, the Director 


of the Leather, Shoes and Allied Products Division of the 
Business and Defense Services Administration, U. S. Depart- 


ment of Commerce. 


second is in appearance of leather. | 
particularly point to the much softer 
leathers that are now available to the 
shoe, glove, and garment industries. 

(). In the last year several new tan- 
ning agents and additives have been 
introduced commercially. Can we ex- 
pect more and what is the future for 
Will 


have universal application ? 


such agents? they eventually 

A. It is my opinion that there will 
be constant developments in the field 
of new tanning agents and additives. 
Several of the large chemical houses 
research 


find 


uses for 


are constantly engaged in 


work, 


either new 


they will undoubtedly 
materials or new 
old materials. 


Q. Will 


jection molded soles require special 


vulcanized shoes and _ in- 
leathers ? 

A. There is no indication that they 
But 


such as these lead to the use of new 


will. generally, new processes 


materials. Special leathers may be 
developed when greater progress is 
made than we now see in vulcanized 
shoes. 


(). Should the predicted greatly in- 


of 


American tan- 


creased production vulcanized 
shoes be realized, will 
ners be ready with these specialized 
leathers in sufficient quantities to sup- 
ply the demand? 

\. In my opinion, yes. because the 
leather industry generally follows 
progress in the principal consuming 
channels. Shoes are too important to 
leather utilization for tanners to be 
caught napping. 

(). What has been the outstanding 
development in the hide trade in this 
century 7 

A. In my opinion, there are two 
important developments. The first is 
the change in this country’s position 
from a net importer to a net exporter. 
During the past year, we imported 
twice our average annual imports of 
former years. The other outstanding 
development is that which some deal- 
ers have just introduced—the de-hair- 
ing and fleshing of hides by mechani 
cal means prior to delivery to the 
lanners. 

(). What has been the outstanding 
development in leather in this cen- 
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Women all over America 
will be looking for that 


fralian 
Ouch 


in Spring and Summer footwear — 1959 


Fashion dictates that the Italian influence will again be 
dominant in feminine footwear for Spring. 


Eisendrath skilled craftsmen have completely captured 

this influence in an exciting, new calfskin. 

It’s FIRENZE SUPERBA*. 

FIRENZE SUPERBA CALFSKIN* perfectly complements 
both the fabrics and the styles that are bound to 

be so evident in the coming season. 

FIRENZE SUPERBA CALFSKIN‘ is soft, almost silken 
... the grain is extremely fine... above all, it presents 

a new, casual elegance. No other leather is so unusual, 

so unique as this latest Eisendrath creation. 

FIRENZE SUPERBA CALFSKIN* will set your footwear 
ahead and apart from competition. It’s certain to add 

the touch of sophistication to even the most 

smartly-styled shoes for Spring. 


*FIRENZE SUPERBA is a LIMITED PRODUCTION tannage. 











FIRENZE 
Call skin, Superba 


, LAK 
/ Moai 








OFFERS THE NEWEST, SMARTEST CALFSKIN TO POSSESS THAT 
“*TOUCH OF ITALY’”’ 


Write for Brochure 
and sample 
swatches. 


4 
e. @. Aidt. sanninc COMPANY, RACINE, WISCONSIN 
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IT TAKES ALL THREE 
TO BE “FIRST CHOICE” 


You can build a terrific children’s shoe business by 
stocking the fast-selling line of American Juniors... . 
selected “FIRST CHOICE” by Mothers and Children in a 
nation-wide survey. 


The Fastest In-Stock Service 
in the Children’s Shoe Business 


AMERICAN JUNIORS SHOE COMPANY, INC. A IN 


ONE ISLAND STREET, LAWRENCE, MASS 


Sl eomm 
DIVISION CONSOLIDATED NATIONAL SHOE CORP NEW YORK SALES OFFICE MARBRIDGE BUILDING 4) * 9) Mi 
DOUUELY 
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Leased Shoe Departments 


Part II 


An increasing number of shoe depart-nents are being operated profitably on 


a lease basis. This article concludes our discussion of this type of operation. 





EASED department operations have become very 
profitable in the past 15 years and numerous 
types of ownership have developed, among 

them: 

1. Chain groups that specialize in footwear. They 
operate from a central location and from there control 
all their leased departments. Their operation is basi- 
cally similar to any chain store operation. 

2. Manufacturers of shoes. In order to increase dis- 
tribution on a faster basis, manufacturers have set up 
subsidiary companies to enter the leased department 
field. They operate separately from the parent organi- 
zation and have been very successful in their operation. 

3. Individuals who would rather lease a shoe depart- 
ment in a department or apparel store than rent a 
store. In these cases the owner feels that it is more 
practical to lease out the shoe department and get bet- 
ler results. than to operate the department himself with 
unpredictable hired personnel. 

The size of the department or the capital required 
depends on the type of business that is to be expected. 
Consideration must be given to the fact that few (or 
no) fixtures are required when a department is leased, 
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This will free more capital for inventory and adver- 
tising. If the department is in a relatively small store 
in a small community there would not be as great a 
need for a lot of capital as if it were a large opera- 
lion in a large store. There are many small depart- 
ment stores that feel that a leased shoe department can 
earn a good living for someone who is not too anxious 
On the othe: 


the larger syndicates would only be 


to “set the world afire.” hand, some of 
interested in a 
very large store that would command a very large 
volume in the shoe department. This would then require 
a large amount of capital. In other words, it is exact- 
ly the same as with the potential shoeman who wants 
to open his own shoe store and will need only the 
capital for the business he expects to do in the. store, 
its locale. and the merchandise to be carried. 

If anyone is interested in leasing a shoe department. 
he must approach top management only. The policy of 
the store is actually involved in leasing a department. 
Therefore, top management must pass on the decision. 

Surveys have been taken and it was found that most 
leased departments are in the basement where popu- 
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Allied Trades to Show 


More than 200 lines of new fabrics, ornaments, heels, soles, trimming, 


binding, goring and other components to be displayed in New York. 


OR the the 
Allied Shoe Products Show has 
been building and growing, until 
the 


forces in the shoe and allied products 


past twenty years, 


today it is one of most vital 
fields. Not content to merely designate 
the time and place for the semi-annual 
exhibits, the Show’s twenty-six man 
board of directors approved a new 
expansion program in February 1958. 
Their positive objective: “To make 
the Allied Shoe Show the 
authoritative the in- 
site for the di- 


of the 


Products 
style voice of 
dustry, the launching 
rection and planning new in 
shoe styling.” 


An of the Allied 


Shoe Products Show’s organizational 


important part 
set-up is the framework of its style 


committee. Each is a_ nationally 
authoritative voice in its respective 
held. David Serling, president of the 
Sterling Last Corporation, is this year’s 


He 


chairman of the Shoe Last Committee. 


general show chairman. is also 
The other specialized style commit- 
tees are: Shoe Fabrics Committee—A. 
Kaplan, Kaplan Products and Textiles, 
Inc., Chairman. Heels Committee 

Howard Salovitch, Wilner Wood Prod- 
ucts Co., Chairman. Shoe Ornaments 
Jack Kowall, Bowcraft 
Trimming Co., Chairman. Shoe Soling 
M. Schlakman. 
Chairman. Shoe Trimmings. Bindings 
Ralph Parker, 


Thomas Taylor & Sons Co., Chairman. 


Committee 


Committee — Jerome 


and Goring Committee 


These men have worked tirelessly 
to make this one of the outstanding 
There will be 


close to 200 lines of new fabrics. or- 


shows in the industry. 


naments, heels, soles, soling materials, 
trimmings, bindings and gorings as 
well as some important processing ma- 
chinery on display at the New York 
Trades Show Building, August 3 to 6. 
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This marks a new high in the number 
of exhibitors and sample rooms. 

Here then 
market place for all key items, other 


is the nation’s leading 


than upper leathers, dealing with the 
seasonal styling of lines and an oo- 
portunity for shoe manufacturers and 
retailers to do all their “shopping” 
under one roof. 

The apparent reasons for the record 
number of exhibitors (and an = an- 
ticipated new high in attendance) are 
Intensified competition is the 
natural the 


period and it is therefore necessary 


many. 
aftermath of recession 
to come up with fresh styling ideas 
and items . something different to 
stimulate buyer interest and sales .. . 
to gain new business. The Allied Shoe 
Products Show will be the place to 
shop these ideas. 

The timing, August 3-6, is right. 
It gives manufacturers earlier “lead” 
time to do their advance shopping 
and prepare their next season’s lines in 
ample time for effective presentation. 

The place is the New York Trades 
35th = Street 


L.ighth Avenue, the permanent loca- 


Show Building at and 
tion for this and future Allied Shows. 
It is specifically a trade show building, 
centrally located, 100 per cent. air- 
conditioned; and its layout is such as 


All 


of the sample rooms are easily acces- 


to afford maximum conveniences. 


sible and the lighting and shelves are 
arranged for easy, effective display. 
More new products will be intro- 
duced at this Allied Show than at any 
previous one. David Serling stated 
that on the basis of a survey now in 
process, there is every indication that 
over 1,000 new products for the styling 
of spring 1959 lines will be displayed. 
of the Allied 


Shoe Products Show.” according to 


“The avowed purpose 


ae S 


DAVID SERLING 


Clarence R. Heyde. executive direcior 
and manager, “is to make it the author- 
itative advance styling voice of the 
industry. This doesn’t mean arbitrarily 
deciding whether toes will be sharply 
The 


style and silhouette are decided upon 


pointed or square. basic shoe 


once the basic 


Allied 


he the style voice. It 


elsewhere. However. 


styles are set, the Show can 


can indicate 


which types of fabrics. lasts. heel 
heights, new soling themes. new dec- 
orative thread uses. applications of 
bindings and trimmings will be 
important and best adapted to the 
new shoes.” 

the months 


leading up to the Show in August, the 


During intervening 
Style Committee has kept the trade 
and the press fully informed, through 
releases and bulletins, of the impor- 
tant style innovations and_ progress 
being made in all branches. They have 


pointed out, for instance. that “soling 
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Advanced Style Trends 


designs will cover an unprecedented 


range of effects-—ribbed, embossed, 
waved, crinkled, stippled, convoluted. 
These designs will play both a fune- 
and decorative role in the 
(Schlakman ) 


“The 32 fabrics and upper mate- 


tional 


shoe.” 


rials exhibits will have concentrated 
displays of volume target items with 
a wide selection in each of these basic 
categories. At the same time, all have 
prepared supplementary exhibits 
which will introduce an exciting va- 
riety of new products—new in terms 
of textures, designs, colors and ma- 
terials. (Kaplan) 

“Even toplifts on women’s heels 
have undergone some radical changes. 
resolving the age-old problem of re- 
pair costs and heel breakage. . . . The 
shoe industry can expect to see some 
of the most daring ideas in heel styl- 
ing and some of the most progressive 
ideas in heel engineering, it has wit- 
.. With at- 


tention more than ever focused on the 


nessed in a long time. . 


shoe’s backpart, heel styling has now 


launched into the most creative era 


Bernard Abrams, Inc. 
Allens Manufacturing Co., Inc. 
Allied Chemical Coatings, Inc. 
Allied-City Wide, Inc. 
Allied Marker Co. 
Allied Tape Co. 508 
American Biltrite Rubber Co. 627 & 628 
American Shoe Specialties Co., Inc. 
337, 339 & 340 
Amory Counter & Plastic Co., Inc. 314 
Armour Leather Co. 2nd Floor 
Anda Modes, Inc. 538 
Ardor of Paris, Inc. . 603 
Armstrong Cork Co.—Industrial 
Specialties Dep't. 

Atco-Flex Innersole Co. 
Atlantic Heel Co., Inc. 
Atlas-Sandt Corporation 
Atlas Shoe & Sewing Machine Co. 
Avon Sole Co. 
S. Axelrod Co. 
Banks Products Corp. 
Bata Engineering Corp. 
Bayco, Inc. 
Bearfoot Sole Co., Inc. 
Beebe Rubber Co. 
Beer-Stern Co., Inc. 
Beer-Stern Import Corp. 
Ben-Berk Fashion Creators 
Billard Manufacturing Corp. 
Henry S. Blackwood, Inc. 
B. Blumenthal & Co., Inc. 
Borden Co. 
Bowcraft Trimming Co. 

The Bowcraft Room 


348 
503 
506 
634 
2nd Floor 


2nd Floor 
. 304 
304 
..2nd Floor 
2nd Floor 
534 

510 

342 

2nd Floor 
2nd Floor 
2nd Floor 
404 

622 

624 

635 

402 

551 

619 

2nd Floor 


2nd Floor 
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in its history.” (Salovitch) 
“Major changes in women’s apparel 
styles, currently and for the spring 


season ahead, have strongly influ- 
enced developments in shoe silhouettes 
treatments. 
the 


important accessory in the whole en- 


and go-with ornament 


Shoes will be featured as most 


semble . . . and ornament treatments 
will further accentuate this accessors 
focal point. By actual count there wili 
be well over 1000 new ornament and 
bow ideas designed specifically to 
adapt to spring 1959 footwear styling 
on display at the Allied Shoe Products 


(Kowal) 


A special price-outlook survey of 


Show.” 


the 200 leading shoe supply firms ex- 
hibiting at the Show was taken and 
the results indicated that “96 per cent 
plan ‘no change’ in prices over the 
next six months. Two and a half per 
cent said they were coming to the 
Allied Show 


with price drops averaging seven pet 


with lowered prices 


cent. One and one half per cent said 


they were coming in with higher 


prices—a_ rise averaging five — per 


Bristol Rubber Co., Inc. ere 
Brookside Manufacturing Inc. 
Canada Last Co., Ltd. 
Castle Trimming Co., Inc. 
C. & C. Button & Trimming Co., Inc. 

337, 339 & 340 
P. Clayman & Sons, Inc. 637 & 643 
Clemtex Mfg. Co., Inc. 405 & 406 
Columbia Button & Nailhead Corp. 319 
Columbia Combining Co., Inc. 632 
Columbia Novelty Co., Inc. 636 
Compo Shoe Mach. Corp. 2nd Floor 
Consolidated Rubber & Plastics Co., 

Inc. 

Cooney-Weiss Fabric Corp. 
Crest Industries, Inc. 
Crown Rubber Co. 

Daniels Mfg. Co., Inc. 
Davis Box Toe Co., Inc. 
Delco Rubber Corp. 

Elaine Novelty Co., Inc. 
Elfskin Corp. 

Embassy Embroidery Co. 
Essex Shoe Supply Co., Inc. 
Far Eastern Fabrics, Inc. 
Federal Industries Division of Textron, 

Inc. 447 
Felch-Anderson Co. 647 
Jack Feldstein 342 
Flamm & Gladstone Ornaments, Inc. 302 
Flex-Tex Combining Co., Inc. 432 
Footcraft Novelty Works 533 
Fred Frankel & Sons 549 
French Beading & Novelty Co. 644, 645 & 646 
Fulford Manufacturing Co. 419 


... 438 
2nd Floor 
639 

633 


346 
401 
323 & 324 
617 
441 
2nd Floor 
625 
420 
301 
336 
524 
504 


502 & 


cent.” 

“On the basis of our price-outlook 
survey findings,’ says David G. Ser- 
ling, Chairman, “it appears that prices 
on shoe supplies have been sand 
wiched between some downward pres 
sures from the recent recession and a 
paradoxical rise in costs during this 
period. As a result, the great- ma- 
jority of shoe suppliers have estab 
lished a ‘no change’ price policy for 
This 


should serve as a strongly beneficia! 


the six-months period ahead. 


force in stabilizing cost-price planning 
for the shoe industry over the next 
half year.” 

Suppliers. of necessity, must be way 
They 


demand on 


must know 
the 


sampling or by anticipated demands 


ahead on_ trends. 


what is in basis of 
and creating their own ideas in ad- 
vance. The Allied Shoe Products Show 
is therefore the ideal market place 
offering creative styling services to 
shoe manufacturers, style people, shoe 
huyers and others involved in setting 
the footwear fashion pace in America. 
Among the firms exhibiting are: 
520 


409 
401 


Garnor Coated Products, Inc. 
Charles Gerber, Inc. 

Gold Crown Fabrics, Inc. 
Golden Leatherboard Co. 529 & 530 
Louis Goodman & Co. 2nd Floor 
B. F. Goodrich Co.—Shoe Products Sales 437 
Goodyear Tire & Rubber Co.—Shoe 

Products 

Gro-Cord Rubber Co. 416-418 
Halo Associates, Inc. 444 
Harvard Coated Products Co., Inc. 605 & 611 
Haverhill Shoe Novelty Co., Inc. 545 & 547 
H. & W. Shoe Supplies Co. 650 
Hopkins Stay Co. 335 
House of Trimmings, Ltd. 446 
Hub Stay & Shoe Trim Corp. 403 
Ideal Rubber Heel Mfg. Co. 432 
Ideal Tape, Inc. 436 
International Vulcanizing Corp. 2nd Floor 
Jaffe & Jaffe 522 
Bennett W. Jayne, Inc. 32! 
Sol Kahaner & Bro. 331 
Kaiser Binding, Inc. 540 
Kaplan Products & Textiles, Inc. 601 
Kay Machine Co. 2nd Floor 
Albert R. Lakow Co., Inc. 638 
LaModiste 334 
Leader Heel Co., Inc. 602 
Al Lewis Shoe Styles 347 
Dan Lewis, Inc 531 
Liberty Shoe Ornament Co. 415 
Lopa Creations, Inc. 434 
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Whats In A Shoe 
And How To Sell It 





Some component parts of a lining used in a women’s dress shoe and, center, the assembled 
lining unit. Parts include woven and non-woven fabric vamp lining and plumper, sueded kid 
counter pocket, smooth kid quarter lining and tape. 


VERYONE is familiar with the 
fable about the man who sought 
the world for a 


over in. vain 


four-leaf clover—only to return home 
and find a cluster of them in his own 
back yard. 

That same fable can be related to 


shoe linings and retail shoe selling. 


The salesperson often wonders what 
fresh points he can use in his selling. 
Eut right there within the shoe—in 
the lining—is an item that has many 
points of important and interesting 
sales appeal for the consumer. 

The lining is many important things 


to the shoe. It is known as a “second 


Lining on tray at left has been treated to resist mildew and other 


fungic and bacterial growth. 


{t right shows less efficient treatment. 


stocking.” It plays an influential part 
in foot and shoe hygiene and sanita- 
tion, in foot protection and foot health, 
in foot comfort. It lengthens the life 
the 


leathers or materials. It helps hold the 


of the shoe. particularly upper 
shoe in shape with wear, giving greater 
stability or strength to the shoe. It 
keeps the foot more comfortably dry 
(hence cooler in summer, warmer in 
winter) because the lining absorbs 
foot And lastly but 


importantly, it plays a role in the fash- 


moisture. very 


ion and eye appeal of the shoe. 
Nobody 


where or how the first shoe linings 


knows for certain’ when. 


were used. There are indications that 
shoe linings date back at least several 
centuries, and probably much 
farther. 


doubt at one time received a complaint 


very 
Some early bootmaker no 
from one of his nobility-bred  cus- 
tomers, saying that the rough-surfaced 
leather inside the shoe chafed his foot. 
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To show the absence of wrinkles and 
creases, insert a little mirror, glass up, 
into the shoe. 


Eye appeal is brought to the insole of the 
shoe with printed fabrics for sock, vamp 
and quarter linings. 


Components in a leather lined dress style: 
sueded lambskin counter pocket, sock lin- 
ing and kid vamp and quarter lining. 


Right: Many linings are printed in gay 
patterns covered with vinyl coatings to 
simulate leather. Foam rubber is used for 
comfort in sock linings and for quilted 
style effects in vamps. Fabrics combined 
with elastic goring add fitting qualities 
and keep backless styles on the foot. 


And here, very likely, was born the 


first shoe lining—a smooth leather that 
gave a comfortable “coating” inside 
the shoe. 

Most of our shoes today have lin- 
ings. In fact, just about every shoe 
has some part of it lined. We have 
an estimated 25 per cent of our shoes 
unlined. By “unlined” is meant, us- 
ually, having no vamp or quarter 
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Linings 


By WILLIAM A. ROSSI, Field Editor 


lining. so that the inside surface of 
the leather upper is in direct contact 
with the foot. We find, for instance, 
many loafer or moccasin types, 01 
mens work shoes. unlined in_ this 
manner. tlowever. an “unlined” shoe 
will still have a sock lining. Usually, 
when a lining isn’t used in a shoe it’s 
for economy purposes. 

There are a number of different 
kinds of linings. and they're known as 
follows: quarter, vamp, sock, tongue, 
heel pad. strap. heel stay or non-slip 
doubler. toe. skeleton. between, counter 
pocket. ach of these has a certain 
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( Advertisement, 


A New Concept In Shoe Linings— 


A New Experience In Shoe Comfort 


What's the chief purpose of the lining in the shoe 


Foot comfort 


CYNE lining achieves this by 
being a sort of “second stock- 


ing. It protects the foo! 


against abrasion. It absorbs mois- 


ture. keeping the foot comfortably 


dry. It contributes to foot and shoe 


hygiene. It helps to hold the shoe 
in shape, to look new and feel fresh 
longer. 


Note that these are selling features 
because they contribute to better 
shoe performance and customer 
satisfaction. 


So, if a lining has built-in comfort 
features, it becomes an effective 
“inside story” to get across to the 
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customer—a_ story that can help 
close the sale and create a greater 
customer appreciation of — shoe 
values. 


Now comes a genuinely new con- 
cept in linings that really high 
lights that important theme of shoe 
comfort. Its called FABRIcushon 
TRI-PLY. It's a cushioned lining 
consisting of three parts: a thin 
layer “breathable” foam in the 
middle. sandwiched between a 
fabric against the shoe, and a new 
fabric (tricot) against the foot 
Tricot has been found ideal for 
skin-contact garments (pajamas. 
bras, slips, etc.) —and is used now 


its contribution to shoe performance? 


in shoe linings fer the first tume. 


The wearer has the feeling of the 
foot softly “pillowed” in the shoe 

a truly refreshing experience. This 
opens up a fine merchandising op 
portunity, an interesting “inside 
story” with real customer-appeal 
and sell-value. 


TRI-PLY was developed and_ is 
sold by 


The Kendall Company 
Andrews-Alderfer Division 
1055 Home Avenue 
Akron 10. Ohio 
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Whites Lag, Other 
Types Sell, in Chicago 

CHICAGO retail shoe business 
continues active and healthy, de- 
spite prolonged cool and rainy weath- 
er. The activity prevails through all 
price ranges and in nearly all cate- 
gories. However, the weather has 
deterred sales of white shoes. This 
has meant extensive reductions on 
whites, with many clearances break- 
ing before July 1. 

The lag in white sales, however, 
has been taken up in casuals and 
dark types which are the meat of the 
summer business. Casuals have had 
an excellent play over an extended 
period, beginning with dark colors 
and closed-up types in April and con- 
tinuing in the lighter shades and 
opened up patterns. These range 
from flats up to 14 and 17 inch 
wedgies. Thongs have made a strong 
comeback. In some of the high style 
houses closed up casuals have carried 
over in unusual suedes and flexible 
loafers. The very high style versions 
of sneakers and baseball or bicycle 
shoes in various color combinations 
have caught on particularly well in 
the ribbed crepe soles. 

Darks continue to carry through 
to a much greater extent than usual. 
These have included the regular sea- 
sonal types in meshes and fabrics, 
with special activity in satins and 
silks. However, calf has also had a 
prolonged run and patent has con- 
tinued through. 

The experience with whites has 
convinced many retailers that they 
perilous inventory 
item each season. Early activity in- 
dicated that they might return to 
favor. They have had good accep- 
tance in spotty locations. But, due 
to the prolonged cool weather, most 
of the stocks remained on the shelves 
and had to be marked-down. Prac- 
tically all retailers cut their white 
buys considerably—some as much as 
half—and indicate they will pare 
them even further next year. How- 
ever, mark-downs are not as costly 
this year, due to the fact that there 
few darks, and other 
types left on shelves. 


become a more 


are casuals, 


Black has predominated even into 
this summer selling season. Red had 


a brief flourish, but patent outsold 
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it five to one. There has, however, 
been some good response to green 
promotions. Green hasn’t had much 
of a run for 10 years, but appears 
slated for some activity this fall. 

Marshall Field & Co. carried an 
early promotion of “the burnished 
greens.” They are described as “one 
of the most exciting costume color- 
ings to come along in many a season 
—this galaxy of greens with glorious 
golden tones, beautiful bronze under- 
tones.” The selection of pumps and 
T-straps includes bronzine, laurel, 
quartz, sherwood, truffle, and 
wood greens. 


sea- 


New York Clearance 
Sales in Full Swing 

CACH year there is the hope that 
semi-annual clearance sales will be 
held off a bit longer giving mer- 
chants an opportunity to sell sum- 
mer shoes at regular prices. And 
each year that hope is dissipated 
along about June 1, when sales ap- 
pear all over, downtown, midtown, 
uptown and the suburbs. 

This year—perhaps it was wish- 
ful thinking — seemed that 
started a bit later, around the third 
week in June. If so, this constitutes 
a half-step in the right direction. 

Clearance sales are clearance sales 
and the advertisements and copy are 
pretty much stereotyped. They all 
put the emphasis “Our half 
yearly sale is right now when 


sales 


on: 





Global 


| 
| Spectators 














Spectator pumps—fresh and bouncy— 
for the fresh and bouncy American gal; 
a global traveler. Denver (5 cols). 


you’re on the go and need shoes, 
shoes to go in.” Broken sizes, dress 
shoes, fashion designer shoes, eve- 
ning and summer shoes about covers 
it all. 

So much for the sales. 
serve to bring traffic into the store. 
Once inside the door, the customer 
generally ends up with a purchase; 
if not a purchase of the sale of 
shoes, one of the regular priced mer- 
chandise. 

In women’s shoes there has been 
good interest in softness, flexibility, 
lightness and mobility. Pumps and 
T-straps in soft kid, silk and other 
those 


They do 


dyeables, and straw best fit 
specifications. have 
selling very well; and thongs and 
open, open sandals have been espe- 
cially salable. Wedges, in everything 
from spectators to mule types, have 


Casuals been 


been good. 

Men’s shoe selling has been fairly 
and the 
the lighter 


steady concentration has 


been on weights, and 
casuals. 

Shoe retailers, generally, are opti 
mistic. They feel that 
sales are successful and that regular 
merchandise is moving 
rily. For the most part, inventories 
are in good shape. Merchants 
making plans to brighten up their 
ready for the earls 


clearance 
satisfacto- 
are 
get 


the 
generally 


stores and 
fall 
which 

August. 


transition shoes 


early in 


shoes, 


arrive 


Semi-Annual Sales 

Mounted in Boston 
SEMI-ANNUAL sales have started 
in many of retail 
stores. Some were begun as early as 
mid-June, others the last 
week of that month, and still others 
early in July. Most will 
with progressive markdowns. 


Boston’s shoe 


during 
continue 


Brisk business is reported at the 
Shoe, with its Boston 
Winter Street. Here, 

group of styles ties, 

sold the 
height of the season at from $10.95 
to $19.95, offered at $7.90 to 
$14.90. Included among colors were 
white, black, navy, beige and patent. 

Black 

were 


Case 


39 


Edwin 
store at 
a selected 
and during 


pumps straps 


were 


mesh types, it was reported, 
the best 
second place. Casuals and 


CONTINUED ON 


sellers with beige in 
dressier 
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Tadled and Gygauved 


PARENTS 


CAUTION: 


LOOK-ALIKES 
ARE NOT ALIKE: 


To make sure you cash in 
on the most revolutionary 
sole of our times: 


Look for RIPPLER 
printed on every sole. 


Remember true RIPPLER 
Sole action depends 
upon SCIENTIFICALLY 
CORRECT ANGULATION OF 
CUSHIONS: OFF-CENTERED 
and REARWARD to move 
the FOOT FORWARD 


Repair soles and 

heels available: 
STEP-ALONG PRODUCTS, 
Boston, Mass. 


*TM — RIPPLE SOLE CORP. 


(53 
re, 
‘seebe 


Continuing tests at two 
West Coast universities 
assure every RIPPLE® 
Sole refinement. 





SEE the RIPPLE® Sole at 
the Allied Products Show 
Room 404 
N.Y. Trade Show Bldg. 


THERE’S NO OTHER SOLE LIKE IT ON THE MARKET... 


Genuine Patented 


IPPLE Sole 


THE SHOE THAT WALKS FOR YOU 


Breaking sales records for shoe manufacturers on 5 continents, the 
amazing sole that electrified the nation in over $3,000,000 worth 
of publicity, then sold a Million Pair in the fabulous first year 

. .. zoomed past its entire '58 sales quota in 14 short weeks! NOW 
headed for its 3,000,000th sale! 


Nationally Advertised in 
Ladies’ Home Journal, Parents’, 
Esquire, Argosy, Glamour, etc. 


EXCLUSIVE, PATENTED RIPPLE ‘Sole FEATURES: 


ABSORBS WALKING SHOCK HELPS BALANCE WEIGHT LENGTHENS THE STRIDE PROVIDES BETTER TRACTION 


Resilient cushions Continuous even tread Energy stored in first Multiple surfaces give 
depress when stepped heel to toe including cushion begins to flow sure-grip traction on 
on, absorbing heel arch. As REARWARD into foot, PROPELLING wet slippery surfaces. 
shock, (cause of most cushions bend, IT FORWARD AGAIN! Inter-spaces ‘‘aircool’’. 
foot fatigue). FORWARD GLIDE is felt. 


TIE IN! CASH IN! FREE SALES AIDS — Write for folder 


Manufactured in U.S.A. under license from RIPPLE SOLE CORPORATION 


BEEBE RUBBER COMPANY NASHUA, NEW HAMPSHIRE 
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shoes sold about equally well. 

Initial markdowns of between 20 
and 25 per cent were taken at the 
opening of the sale in the Franklin 
Simon store in Chestnut Hill. In this 
sale few white dress shoes were in- 
cluded as the store had sold prac- 
tically its entire stock of that color 
prior to the opening of the semi- 
annual promotion. Prints sold ex- 
tremely well as did many of the 
lighter colors. June volume of this 
high-style store was ahead of the 
same month last year. 

Special promotions, rather than a 
department - wide markdown sale, 
were depended on for volume at the 
R. H. Stearns Company, 140 Tremont 
Street, in the downtown shopping 
section. The demand for dressy 
whites, it was said, had been less 
than in previous years but this had 
been anticipated. In good demand, 
however, were straws which sold in 
natural, white, red and grey. These 
shoes were classed as casuals. Busi- 
ness during early July was described 
as “holding up well.” 

The Coward store at 35 West 
Street, also downtown, offered a wide 
selection of regular stock styles at 
one price—$11.90. These, during the 
early part of the season had sold for 
$14.95 to $22.95. They included 
pumps, ties and oxford types, many 
with foam cushioning and all with 
support features, in kid, calf, suede 
and nylon mesh. Prior to the opening 
of this sale, a successful promotion 
had been held on a punched kidskin 
casual during which the price was 
reduced from $10.95 to $7.99. Colors 
included navy, beige, white and 
black. 

Prior to the public sale at the 
Thayer McNeil shoe store on Temple 
Place, a private sale was held, as 
usual, for the benefit of regular cus- 
tomers whose names are on the store 
mailing list. During both, pumps and 
straps were found to be the 
sellers with the demand strong for 
beige, red, blue and some pastels. 

Other interesting promotions were 
those of Chandler & Conrad, women’s 
specialty store on Winter Street, and 
the Guild House, with two stores, one 
on Tremont Street, downtown; the 
other at 37 Newbury Street, in the 
Back Bay shopping district. 

Chandler & Conrad promoted cas- 
uals of leather and of sailcloth, the 
former, wedge heeled slingbacks, in 
red, beige and white, at $3.99; the 
latter in flattie types with elasticized 


best 
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collars, in black, red and Chino. In 
the same promotion, terry cloth 
thong sandals sold for a dollar less. 
Colors were pink, pale blue, yellow 
and white. 

Pumps and straps made of im- 
ported “lizagator’ skins were sold 
for $27.50 during a three-week pro- 
motion by the Guild House. These 
had been selling for $33.95. Colors 
included rust, blue, grey and black. 


Summer Shoe Promotions 
Held in San Francisco 

FOUR factors have helped to stim- 
ulate shoe San Francisco 
and the Bay area: graduation cere- 
monies and the accompanying social 
activities, warm summer weather, 
Father’s Day, and vacations. 

Each brought a different type of 
promotion. The graduation emphasis 
was in closed white or black models; 
open toe and heel and T-strap num- 
were featured for the warm 
weather comfort wear; comfort 
shoes and slippers for Dad were dis- 
played and advertised for Father’s 
Day; and shown 
everything from dress shoes to flats 
and skeleton models. 

The customer 
good and sales totals are climbing 
out of the slump category and into 
the ‘“‘good business” area again. 


sales in 


bers 


vacationers were 


response has been 


OBitrvis Adin 68704 es em 


STRAWS 


in the wind... 








alti hate: 


Merchants generally feel that the 
sales curve bottom has been passed 
and the upward adjustment is start- 
ing again. Employment is picking 
up steadily in all Money is 
loosening up, and while savings ac- 
counts are unusually high, consum- 
ers are starting to spend more. 

Inventories are being kept 
moving 


lines. 


down 


by clearance sales on slow 
numbers. Most 
keeping their inventories flexible and 
are watching trends closely and are 


ready to take advantage of improv- 


shoe retailers are 


ing conditions. 

There is more emphasis on foot- 
wear in the medium price bracket. 
Buyers are very budget minded and 
are going slow on the higher priced 
numbers and doing most of their 
buying in the ten to fifteen dollar 
bracket. 
getting quite a play on numbers sell- 


Some stores have even been 


ing from seven to ten dollars. This 
is especially true of models designed 
for vacation wear. 


Denver Volume Noses 


Ahead of °57 Totals 
RETAILERS of the Mountain 
States area who had large stocks of 
summer type casuals and white shoes 
were not only holding to early July 
figures of a year ago, but were show- 

[CONTINUED ON PAGE 99 | 
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What could be better for summer than the cool, crinkly straw with matching bag. 
Left to right: White or coffee-and-beige combination on cork wedge, white 
Milan with midway heel, natural or white with high wedge. Little Rock (5 cols). 
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Smart way to reflect VALUE... 


In these days of the pinched penny, a child’s shoe 
must, above all, offer value. That’s why so many 
smart retailers are stocking and selling Five Star 
Shoes. For every dollar their customers spend, Five 
Star gives them a dollar and a quarter’s worth of 
fashion, quality and craftsmanship. 


Are you stocked up for the season? 


FIVE STAR 


SHOES FOR BOYS AND GIRLS 


FIVE STAR FOOTWEAR CO., 43-01 22nd St., Long Island City 1, N.Y. ¢ STillwell 4-1975 
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ing slight gains. 

While May still stands as the ban- 
ner month thus far this year, retail- 
ers were not unhappy over the size 
of their inventories as they plunged 
into post-July 4th clearance sales. In 
fact, a number of retailers in Denver, 
Cheyenne, Colorado Springs and 
Pueblo said their inventories were 
lower than last year by 3, 5 and 10 
per cent. And shoe retailers like 
other merchants in the Denver re- 
gion showed a one per cent gain over 
1957 sales figures from Jan. 1 to 
June 14, according to the Tenth Fed- 
eral Reserve Bank figures. 

In women’s shoes, this summer has 
seen the biggest white season in 
years; in fact, most retailers were 
out of whites by July first. In men’s 
shoes, air-conditioned types have 
been selling well, slip-on and moc- 
casin styles leading. In dress shoes 
for men, there has been action in 
dressy black step-ins, in two-hole ties 
of cashmere leather, slimmer and 
lighter with squared-off toes and in 
woven leathers and in combinations 
with silk. 

In work shoes, men still want 
wedge crepe soles with glove leather 
uppers. Children’s sales have been 
heavy in canvas wear and summer 
sandals. Teen-agers and older “girls” 
have been buying in quantity ‘“‘jazz 
oxfords,”’ soft and slim in white, 
palomino and red, as well as barefoot 
flats combining white straw with 
white kid with gay trim. T-straps, 
both in wedges and heels, have been 
very good. 

Several leading retailers said that 
nurses’ types of shoes have been sell- 
ing very well, as professional women 
sought a wider range of styles at 
this time of year in white lines and 
also cooler, lighter-weight shoes. 

While fall promotions for women’s 
and children’s do not start 
until August in earnest, a number of 
shops were offering the so-called 
transition shoes in July, filling win- 
dows with fall styles rather than 
with all clearance numbers. Several 
leading family stores in Cheyenne, 
Laramie, Sterling, Colorado Springs 
and Grand Junction said that they 
put these “teasers” in their windows 
many times in July, or tie them in 
with their city’s particular “Frontier 
Days,” summer round-up 
events. 

A buyer in a high-style salon said 
that it is easy to transfer from black 


shoes 


rodeo or 


numbers, such as black linen pumps 
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with extremely pointed toes and very 
slim heel with woven ribbon collar, 
or a black silk poplin with fluted bow 
and mid-heel, into early fall and then 
into regular fall styles. And this re- 
tailer has sold many of these num- 
bers and also tapered pumps in black 
nylon mesh with extremely high 
heels at $34.95 through the early 
summer. 


Summer Shoe Shopping 
Big in Philadelphia 
FAIR weather for the greater 
part of the last few weeks plus the 
need for light weight summer shoes, 
brought shoppers into Philadelphia 
shoe stores. Out-of-town visitors 
and tourists were numbered among 
many of the shoppers. Although a 
strike handicapped the distribution 
of two major city newspapers cut- 
ing advertising for several weeks, 
downtown stores resorted to circu- 
lars, radio spot news, more attrac- 
tive windows, and shoe sales. 
“Since our customers couldn’t see 
our ads in the newspapers, curiosity 
sent them downtown. Perhaps they 
wanted to our windows and 
store displays. Impulse buying was 
the result in many cases,” was the 
Way one buyer summed it up. 
Clearance many stores 
started before the Fourth. By the 
day after the Fourth, sales in re- 
duced price lines were in full swing 


read 


sales in 


throughout the downtown section. 
Shoe men want no 
dead spring stock. 
Play shoes have taken the lead in 
the selling picture. Sandals of all 
types are very popular. In leather, 
natural and white thongs are more 
popular than ever. Natural straws 
in the flat ballet type slipper with 
decorative flowers or shells on 
the vamp are good sellers for the 
younger Miss. Tables of 
shoes have been placed for summer 
mil- 
di- 


hangovers of 


sea 
casual 


business in such sections as 
linery, hosiery, and blouses, or 


rectly at the entrance. 


St. Louis Sellers Only 
“Break Even” in Ist Half 
“JUST about breaking even” key 
notes the St. Louis retail picture for 
the first half of 1958. Apparently 
May and June traffic failed to com- 
pensate for the and 
spring lag. Although some 
report that they are running con- 
siderably ahead of their January 
through-June for 
they are in the minority. 

The majority “thankful” to 
have broken even. Gloom pervades 


winter early 


dealers 


sales last year, 


are 


the half year’s pairage and_ profits 
for more than a few stores. At least 
men’s outlets 
running dangerously behind. 
To pile problem on problem, an 
| CONTINUED ON PAGE 121 
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As Bonwit sees it... DANTONIO does it! 
The more leg, the merrier shoe 


It's simple logic, one-two-three 


asse Cleveland 


The chemise reveals more of the comely feminine leg and so demands a merrier 


as well. 
silk with flashing Roman stripes. 


shoe, 


D'Antonio offers this pointed pump in black and natural raw 
High high heel. 


New York (7 cols). 
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New England 


THE end of the first week in July found most New England 
women’s shoe factories closed for the annual vacation pe- 
riod, some for one week, others for two. That they would 
resume operations on a full-time work schedule was a 
foregone conclusion. During late June and early July, 
backlogs began to grow larger as the smaller retail stores, 
hitherto, slow to commit themselves, placed orders for fall 
shoes and asked for deliveries anywhere from August 1 to 
August 15. 

Encouragement is found in the fact that even in those 
parts of the country most affected by the business reces- 
sion, retailers almost overnight have turned from pessimism 
to conservative optimism. It is true that their orders have 
not been as large as those placed in other years but the 
total volume is satisfactory and should insure full-time 
factory operation for at least the next four weeks. 

Although darker colors make up the bulk of the orders, 
there is a steady demand, also, for some of the lighter 
shades in the beige family. Also, following what seems to 
be a well-established trend, casuals are outselling dress 
types in the early orders. 

Children’s shoe factories, almost without exception, are 
busy. either filling orders on hand for back-to-school pro- 
motions. or manufacturing for in-stock. Most in demand 
are the sturdy types in conventional styles. 

Men’s shoe manufacturers in Brockton and nearby points 
are uniformly optimistic even though most have been on a 
four-day week for some time. Busiest are those making 
shoes designed to sell at popular prices. Next come makers 
of the medium grades. Slowest are the high grade manufac- 
turers. A few of the latter report a consistent demand for 
the lighter weights introduced last spring. Orders for these 
are coming from the South and Southwest. 


Chicago 


Propt CTION on fall shoes in the Chicago area is now in 
full gear. Pressed for earlier deliveries, manufacturers are 
aiming at delivery schedules beginning in mid-July. 

Transition shoes, lightweight dark suedes and calf, will 
come off the lines first. Back-to-school shoes get next 
priority. However, they are being pressed for delivery of 
regular fall shoes from early August on. 

Several factors are responsible for this. Inventories are 
extremely low. due to an upturn in business. Spring pur- 
chases had been light, so sales have absorbed most of 
Due to prolonged cool weather, dark shoes have 
This has 


them. 
carried through well into the summer season. 
further reduced stocks, and left many shelves pretty bare. 

Style trends have been established. The stiletto toe ap- 
pears the top demand for high style dressy shoes. The 
modified needle or tapered has practically taken over in 
the rest of the field. There are more moderate heels in 
dressy types than ever before, with every indication that 
this trend will continue to grow. There is even a selection 
on needle toe lasts. The soft flexible treatment is well es- 
tablished. particularly on ribbed crepe soles. 

Trimmed pumps have been favored over plain almost 
exclusively. Size of bows have been reduced. An_ inter- 
esting development is the fact that a number of factories 
are making their own bows, doing the fitting right on the 
production line. T-straps have cut somewhat into the con- 
patterns. almost entirely 


ventional Casuals are 


closed up. 


pump 


July 15, 1958 


In sport shoes there is a recent deviation from the 
lighter types. This indicates a possible return to the heavier 
saddle, however in treatments. Velvet is getting 
good play both in saddles and bicycle shoes. 

Despite the spring slump in shoe business, production 
in this area is holding its own. There is no indication that 
there will be any reduction in prices. Labor remains as 
high as ever. Nearly one third of the shoe factories for 
the State of Illinois are located in the Chicago area for 
the availability of skilled workers. Although the shortage 
has eased somewhat, there is still no over-abundance of 
skilled workers, so the market will fairly 
tight for sometime. Chicago's general industrial produc- 
tion has remained high. The labor market is 
improved in downstate towns and cities where production in 


newer 


labor remain 
somewhat 


medium-quality shoes is carried on. 


New York State 


Upstate New York shoe industry is moderately opti- 
mistic regarding the immediate future. but is operating 
Looking back. manufacturers 
see a disappointing half year in which profits were sharply 


with considerable caution. 


lowered by only moderate sales declines. 

The biggest producer in the state feels that sales will 
improve in coming months. The criterion is the producer's 
experience in similar periods of recession. However, this 
company admits that current signs of a turning point in 
sales are not yet decisive. 

Disappointing to prophets of an early upturn in shoe 
business was the action of some major shoe manufacturers 
in reducing their dividends. This would seem to belie the 
predictions of company executives that improved sales are 
close at hand. 

July shoe production is almost certain to fall) behind 
figures for recent years as Endicott Johnson Corp. will, for 
the first time, close its plants during the third week of July 
In the Rochester area, manufacturers closed down for a 
week or two early in the month. 

Suspension of operations at two firms has caused a de- 
crease in employment. However, many of the displaced 
workers and executives are transferring to plants which 
have taken over these shoe lines. 

Sales executives of some manufacturers emphasize that 
the new colorful styles for fall offer genuine opportunities 
to build sales among customers who may be tired of the 
same old thing. One official pointed out that it is strange 
but true that some customers get more enthused about new 
styles than do the retailer and his salesmen. 

Early indications are that stores are buying less suede 


fall than 


Demand for pumps appears to be off 


end more smooth leathers in women’s shoes for 
they did last year. 
slightly, although still big. But T-straps are more popula: 

Orders for tapered toes continue very strong, especially 


in the very pointed lasts. 


Los Angeles 


Vout ME-WISE, the depression must be considered still 
in effect here. In general, production is from 10 to 15 per 
cent this individual 
manufacturers quoting figures both above and below that 
firms 


behind month last year with some 


However, none of the more well established 
seems to be in any real difficulty. 


Many of the local 


horm., 


factories are closing down for full 
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it made... 
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IRVANA 

UNIQUE 

FEATHER LEATHER 
ONYX 

LUXTAN 

UNIGLOVE 


Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 


see you at the leather show, waldorf astoria BOOTHS 40 and 41 
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vacations during the first two weeks in July and sending 
everyone except a skeleton crew off on vacations. Some of 
them took the latter part of May and still others are using 
a revolving system, letting a few people off at a time, in 
order to keep production going. Whatever vacation system 
is ased, it still means a dearth of activity in the industry 
locally. 

Biggest activity seen here is in the teen-age field. This 
market has been less affected than any other, probably 
because the young girls can always wheedle a pair of shoes 
out of Dad no matter what his financial picture. In any 
event this market is strong. Biggest re-orders are still in 
the real flat field—*%gths heels or thereabouts—and all with 
pointed toes. There are lots of Italian variations seen and 
a good deaij of French influence is beginning to appear. 

After flats, little novelty boots are showing importance. 
Most manufacturers of this type of wear agreed that more 
varied, although conservative patterns are being called for. 
“The bread and butter pattern doesn’t exist anymore” says 
Dave Aranoff of Aronov of California. ‘The you 
could rely on to make up a big hard core of steady busi- 
ness just isn’t there. 
you can tie your factory to. It’s got to be new, varied. cute, 
different, all the time.” 

In women’s wear, the big play is going to the conserva- 
tive pump, of course with needle toe. The big sellers are 
all simple in styling, says Art Sbicca, head of Sbicca’s of 
California. 
severe with only a touch of subtle decoration here and 
there, are the most wanted types. 

Soft leathers, often with a sheen to the finish such as 
lustre calf, are forming the bulk of the re-orders. In 
casuals and play shoes the sky’s the limit of course, but in 
more formal wear the trend is simple and dressy, even with 


St. Louis 


Most St. Louis area factories are operating at present 
on a five-day week basis and producers are finding them- 


shoe 


Big sellers, yes, but no one thing 


Closed up pumps, so simple as to be almost 


sport clothes. 


with cutting sufficient to maintain this schedule 
through July and into August. 

The general feeling in St. Louis is that any company 
would be asking for trouble in the face of today’s rather 
treacherous business conditions to produce many shoes 
ahead that they will sell. 
Manufacturers are tending to keep a thumb on the pulse 


of retail selling, since the picture at retail will determine 


selves 


in volume, on the off chance 


store buyers’ total commitments for the season ahead. 

Orders and production for fall are currently running 
about five per cent behind the corresponding 1957 whole 
sale period. With men’s category retail inventories high 
across the nation, men’s buyers are proceeding extremety 
cautiously for fall, maintaining a watch-and-wait policy. 
Reflected at the manufacturing level, this policy is tending 
to pull down total-production averages when all categories 
are considered. 

Children’s pairs are more than holding their own, with 
Most 
dress shoe houses report that fall orders are gratifying, 
these 


pairs moving through factories steadily. women's 


with complete acceptance of needle toes. Some of 
firms are running well ahead on orders for fall. One spe- 
cialty producer and one action price bracket style line 
reportedly have all of the fall business they ean comfort- 
ably handle. 

The lay-off and short week pattern deemed advisable by 
manufacturers some three months ago has had one inter 
esting side effect. Producers feel that the uncertainty of 
employment may be stepping up the quality of workman 
take it for 
like 


energetically 


ship. Since factory workers can no longet 
granted that they will have that pay check coming in 
clockwork, knuckling down 
attempting to be really good workers. 

Well over 1000 retail merchants attended 
Shoe Company’s sales and merchandising clinics held in 
St. Louis and in 
spokesmen, a high degree of interest was shown this year, 


they are and 


International 


Los Angeles. According to company 
with merchants trying more efficiently than ever to main 
tain their established volume and sharpen their store opera 


tions in the face of today’s competition. 





Problem Sales 


WHEN an independent, located in a neighborhood which 
houses 13 other chain and independent shoe stores, man- 
ages to maintain annual volume well above $100.000.00, 
and to increase volume at least 15 per cent each year, 
there is sure to be a key factor accounting for the store’s 
success. Julie’s Shoe Store, owned by the brothers Posner 
(Julie and Ardwin), has done that, and credits problem 
sales and the use of applied psychology as the reason why. 

“It stands to reason,” says Julie, “that every successful 
store is built upon service, proper shoe fitting being the 
basis. But we believe that something more can be done 
te maintain and increase volume. That something is not 
to let problem customers get under your skin. 

“Many dealers, we've noticed, become exasperated when 
trying to fit a pregnant woman or handle a couple of teen- 
age girls. 
problem sales and feel that such customers are no more 
difficult to deal with than any other type.” 

According to the two Posners, all that is necessary to 
complete sales is an understanding of the reason behind 
the general type of customer’s behavior. For example. a 
pregnant woman isn’t interested in the latest fashions. she 
wants comfort, comfort, comfort. 


Here, we welcome the opportunity to tackle 


A teen-age girl, on the 
other hand, is a conformist. She'll do anything, and buy 
anything which will meet with the approval of her group. 

The same philosophy should be applied to all custom- 
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ers, claim the Posners. Notwithstanding that proper fitting 


essential for successful secondary 


verbal reinforcement of socio-psychological needs 


is an operation, the 
aspect 
and desires, is just as important. 

Window displays, changed every week. agree with the 
selling Frequently, 
worked up to attract the attention of so-called) problem 


philosophy. complete displays are 
customers. And cooperative ads, in conjunction with eight 
other non-competing stores, employ similar techniques. 
Since Julie’s is a family store, it is not at all uncommon 
to see mother, father, and children show up. In the eve 
order. the 


And that 


right approach, according to the Posners, is to determine 


ning, when many big-ticket purchases are in 


right approach can up unit sales considerably 
who is the boss, then selling on a two 


from the outset 


pronged level—one, to psychologically flatter the dominant 
one’s demands, and two, to cater to the needs of the person 
being fitted. 

“Handling problem customers doesn’t require the back 
ground of a psychiatrist.” says Ardwin, “and it certainly 
doesn’t require treating each customer as a category nevei 
before. Any short time, can 


encountered salesman, in a 


classify all customers into certain groups. The important 
thing is, instead of using one standard approach initially, 

Words 
And 


proper words have been fitted with the proper shoe. prob 


to experiment with the English language. play 


just as important a role as the fitting. when the 


lem sales are no longer problems.” 





Profile: James Harold Kelley 
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try to keep them very flexible and 
therefore can take advantage of good 
buys, regardless of our inventory 
situation.” He has some strong and 
definite views on matters pertaining 
to merchandising and distribution 
and put particular emphasis on: “We 
are apt to be too ‘42 per cent mark- 
up’ minded. With prices on all ser- 
vices and supplies what they are to- 
day, we need more and more mark- 
up. These additional moneys could 
then be used for more advertising, 
better windows, more elaborate pro- 
motions. 

“We experiment from time to time 
with many merchandising 
problems. In three and a half years, 
we have increased our nurses’ ox- 
ford more than 100 per 
cent. Every store works closely with 
the nurses’ organiza- 
tions, giving them shoes, laces and 
polish to be used as prizes at their 
conventions. We have also built up a 
tremendous sample 


stores 


types of 


business 


various local 


’ 


business on 
shoes and now our 
have extensive lists of sample cus- 
We go after 
business on such items as golf ox- 
fords, bowling shoes and, most re- 
cently, we have gone out earnestly 
for the and costume 
business.”’ 


many of 


tomers in their areas. 


dance shoe 

A strong policy on sales has been 
established at Mercantile 
There was a time when there was a 
sale practically every week or so. 
the majority of the units 
hold semi-annual sales only and they 
put on a real effort to make them a 
complete success. Clearance sales are 
not a long, drawn out affair. There 
is a final “low price” below which 
the shoes will not be reduced; and 
the customers all know it. The shoes 
that have not moved at the “bottom” 
price, cleared out to jobbers. 
This method has helped expedite 
clearance and has often up- 
graded various brands considerably. 

Bulletins highlighting good ads, 
successful promotions, effective win- 
dow displays, good interior displays 


Stores. 


i 
loday, 


are 


sales 


and a good deal of other useful and 
helpful information are sent to all 
the regularly keeping 
them up-to-date on all matters and 
at all times. 

Mercantile 
four meetings a year . 


stores 


hold 
. St. Louis 


shoe divisions 
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and Atlanta in the spring; Chicago 
and Atlanta in the fall. At these 
meetings, plans for the coming sea- 
son, open-to-buys, new trends, suc- 
cessful promotions are discussed in 
open forum. This exchange of ideas 
has been a good thing and has re- 
sulted in many important decisions 
that have contributed to the over- 
all successful merchandising opera- 
tion. 

Jim believes in giving sales people 
an incentive for all-out effort. He 
has put into effect a weekly Star 
Salesmen’s Report listing the 
people who sell the most shoes in 
the men’s, women’s and children’s 
departments. The top ten in each 
division are listed and the person 
in first place, in each division gets 
a point. At the end of the year, the 
people with the most points get Mer- 
cantile shares of stock (worth about 
$22.00 a share.) Prizes run from 
five shares down to one share 
with three shares going to the man- 
ager of the department whose sales 
person wins first prize. 

Headquarters for the shoe di- 
vision were in New York, up to 
November, 1957. At that time, Jim 
decided to move to Cincinnati. . 
which is about “center” of the Mer- 
cantile Stores circuit, which ranges 
from Seattle, Washington, to Pensa- 
cola, Florida. He used to travel 
about one-third of the year, visiting 
the stores at least once and some as 
often as four or five times a year 

especially if there was a new 
buyer in charge of the store. 

“Now, living in Cincinnati has 
done two things,” he says. “It has 
cut my travel time down consider- 
ably and it has allewed me to have 
my office in one of our retail units 
McAlpin’s thereby giving 
on-the-spot coverage of what 
the retail level. Each 
week I spend some time going over 
the stock and I also get down on the 
selling floor, for I feel that when a 
merchandise manager sits in the 
New York office, he is apt to become 
too good on figures and forget many 
things that are necessary in retail- 
ing. In other words: “Too much 
detail and not enough retail.” 


me 


goes on at 


Now that we have come this far 
in the business background sketch 
of Jim Kelley, you’ve probably fig- 
ured he must be near ninety to have 
acquired so much good, common 
sense. Well, he is thirty-three years 


old. Actually, he started accumu- 
lating his shoe knowledge and ex- 
perience at the age of 14, with his 
first job in the Vogue store in Chat- 
tanooga in 1939. He sold shoes 
until he went into the service in 
1943. Was in New Guinea, Bougain- 
ville, Moritia, the Philippines and 
Japan. When he came out of the 
service in 1946, he went back to 
Vogue, which, in those days, was 
part of the Wohl Shoe Company. He 
worked in one store or another for 
them until 1950, when he went to 
work for Mercantile Stores. 

Jim’s family, which consists of 
his wife, a son, nine years old and 
another eight and a daughter, six 
... enjoy living in Cincinnati. They 
all love baseball are ardent 
Cardinal fans ... and share all the 
sports, social and civic activities 
with their friends in Cincinnati. 


The Selling Operation 
(CONTINUED FROM PAGE 85) 


ent in selling shoes, the salesperson 
musts always control his feelings 
and never outwardly show that he is 
irritated. Naturally, the complexi- 
ties 
can 
even with the toughest constitution. 
This can result in unpleasant situa- 
tions when the salesperson inadver- 
tently creates an embarrassing situ- 
ation with the customer, through an 
insult or insinuation, resulting in 
the loss of a customer for the prod- 
uct and store. The “laugh clown 
laugh” attitude should prevail, with 
the salesperson constantly maintain- 
ing an even temper, and controlling 
all his thoughts and actions. Too 
many sales are lost because sales- 
people have no control over their 
emotions. When it is obvious that a 
sale will be lost, it is good policy to 
express regret for not being able to 
help the customer, and suggest that 
he return some other time for an- 
other try. This builds good will and 
does not make the customer feel 
that a purchase MUST be made just 
because the customer entered the 
store. It will encourage “look 
around” shopping that usually re- 

sults in unexpected impulse sales. 
M. Tact. It is wise to state things 
properly and in good taste at the 
correct time. Make your customer 
feel important because of the way 
| CONTINUED ON PAGE 106] 


of selling shoes are many and 
aggravate a shoe salesperson, 
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The Greatest Teen-Age Name In The Entertainment World—PAT BOONE 
The Greatest Value In Boys’ Footwear In Shoe History—ROYAL CADET 


Dirty Bucks 
Style #1268 
and $3268 


% NG f ’ 
u “728 » White Bucks 
‘ Gee Style #1968 
én and $3455 


Desert Boots 
Style 23230 


4 To Retail at $69° to $R95 


O 


WHITE BUCKS, DIRTY BUCKS and DESERT BOOTS CAMPUS-STYLED 
BY PAT BOONE AND MADE EXCLUSIVELY BY 
Gadet- 


Prestige, Sales-Power, Plus Profits — This Promotion Gives You Everything ! 


> i @ Millions of TV-Viewers Will See Pat Wearing His Royal Cadet Bucks* 
CUT UT Mahou 8 86® Millions of Movie-Goers Will See Pat Wearing Royal Cadet Bucks In His 
in LIFE Newest Movie, MARDI GRAS 

PAT BOONE BUCKS — that’s all Young America needs to know to flock in — PAT 
LOOK BOONE, the name of fame, in a shoe made by ROYAL CADET, the name that stands 
’ for quality in GENUINE GOODYEAR WELTS. It’s a natural! Run a complete size 

PARENTS range and PROFIT high, wide and handsome. Long Mark-Up. IN-STOCK! 

*As worn on the Pat Boone Chevy Showroom on the ABC Television Network 


Retailers, A Lot of “Bucks” Depend On Fast Action By You... Write, Wire or Phone 


ROYAL CADET FOOTWEAR sox 977, LOWELL. Mass. 
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The Selling Operation 
(CONTINUED FROM PAGE 104) 


you talk and act. A lack of tact cre- 
utes hard feeling between the sales- 
his associates and his cus- 
tomers. Avoid disparaging state- 
ments, insulting remarks and unnec- 
contradictions. Do not ig- 
nore the requests of your customers, 
nor imply that the being 
shown are too expensive for their 
Never fail 


person, 


essary 
shoes 


particular pocketbooks. 


to show proper appreciation for the 


customer’s purchase. Always have 
consideration for the other fellow’s 
thoughts, whether he 
be associate or customer. 

N. Courtesy. Hard feelings 
easy to come by and difficult to lose 
when discourtesy and rudeness are 
displayed to a potential customer. 
This can occur at any time before, 
A well-bred 
with this 
sales are 


feelings and 


are 


during or after a sale. 
never troubled 
undesirable trait. Many 
because the customer can- 


person 1s 


lost, not 
not be suited with the shoes desired, 
but because of the discourtesy of 
the salesperson. A lack of respect 
for the other person’s feelings can 
only cause irritation from custom- 
and Courtesy will 
always result in a feeling of sincer- 
ity and a desire to help. 

O. Oral The ability 
to sell shoes through effective speak- 
convincing manner 
every shoe 


ers associates. 


expression. 


and in a 
the goal of 
salesperson. Many sales are _ lost 
through ineffective presentation 
even though the shoes are what is 


ing 
should be 


wanted. 

P. Honesty. Customers ALWAYS 
honesty in selling. Al- 
though it is only natural to present 
shoes in their most favorable light, 
it is also incumbent on the salesper- 
son to present facts that might be 
For example, in selling 
patent leather shoes, it is wise to go 
through all the favorable aspects of 
patent leather and then in a skillful 
the customer that un- 
less proper care is given the leather 
it may crack. The advantages are 
always made to outweigh the disad- 
vantages and the salesperson gives 
the impression that he is an expert 
in his field, thus gaining the confi- 
dence of the customer. It is better 
the customer about the 
cracking of patent leather at the 
time of the sale than to have her re- 
turn the shoes after they have been 


appreciate 


unfavorable. 


Way caution 


to warn 
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-but 


worn and perhaps lose the custom- 
er’s future business as well as that 
of her relatives and friends. In these 
days of sharp competition the re- 
tailer must not deceive the customer 
if he expects to stay in business. 

It is wise to remember that suc- 
cessful shoe salespeople are honest 
and have complete knowledge of 
their products and the feet they are 
fitting. Customers are always seek- 
ing the advice and aid of such sales- 
people. 


The Personal Touch 
Sells the Extra Pair 
(CONTINUED FROM PAGE 81) 


that would replace them. Why don’t 
you drop in and let me show them 
to you?” 

This personalized approach help- 
ed make last Christmas’ “Stag 
Night” a huge success. A mailing 
to his list announced that the store 
would be open during the evening 
“for men only;” that four models 
would be on hand to model ladies’ 
shoes; that a drawing during the 
evening would give away a number 
of pairs of Jarman shoes; that hors 
d’ouvres and refreshments would be 
served. A surprising number of 
men bought shoes for their wives, 
because the salespeople were able 
to say, “Oh, yes, we know your wife 
very well; she wears such-and-such 
and she likes this type of 
There was less exchanging 
done after Christmas than 
might be supposed, due to the ac- 
curacy with which salespeople could 
predict fashion taste and _ proper 
size. 

In a quiet, and 
gentlemanly way, Fishman is fierce- 
ly competitive. He personally trains 
his floor people in selling practices 
then watches over the floor every 
minute the shop is open. The “extra 
pair” push is delicately handled 
is effective. A salesman never 
brings just one pair of shoes; along 
with the style and size requested 
come two or three other pairs, each 
selected to complement rather than 
compete with the first pair asked 
for. They are not pushed, but simply 
laid down on the floor alongside of 
the fitting stool. Nine times out of 
ten the customer will ask to be 
shown them too. When she doesn’t, 
a mild suggestion is offered that 
“here is an interesting little shoe 


a size 
style.” 
to be 


very reserved, 


you might just want to look at.” 
Records show this store is above 
average in multiple-pair sales. In 
his quiet way, Fishman tries to get 
across to every floor person, “You 
are here to SELL shoes, not just 
fit them—there is a big difference.” 
Co-ordinated handbags, of which the 
shop has a huge stock, also receive 
the same genteel but forceful push. 

Fashion magazines are required 
reading. The store is a subscriber to 
every one of them—Vogue, Harper’s 
Bazaar, Seventeen, and the rest— 
and every salesperson is required 
to look through every issue. They 
are kept on the floor at all times 
and salesmen and women reach for 
them frequently to illustrate a point 
to a customer. Copies wind up the 
month dog-eared, but they have done 
a noble job of making the patron 
fashion-conscious. 

Fishman’s skill at merchandising 
is ably supported by the company 
he works for. Paul Seigal, president 
of the Innes Company, gives him 
free rein in his promotions and has 
provided him with a store which is 
one of the most beautiful in the 
west. With about 7500 square feet 
of selling space and some 2\) 
thousand pairs in the walls at all 
times, Fishman has something to 
work with. There is no front door; 
the entire front wall is of plate 
glass and retracts electrically into 
the stone walls when the store is 
opened. The store is fully air con- 
ditioned, with a heating and cooling 
system of such capacity that it can 
warm or chill even with the entire 
front open, which it is all summer 
and all winter. 

The men’s department, shut off 
by stub walls from the rest of the 
store, is strictly “men’s club” in 
atmosphere. It is even equipped with 
a television set which is kept tuned 
to sports broadcasts and other pro- 
grams of special interest to men. 
Even here the subtle salestouch is 
evident; alongside the set is a sock 
display case so that anyone looking 
at a program is reminded he really 
ought to get a few pairs. 

In the women’s and children’s 
sections, the recessed walls are in- 
directly lit and are decorated with 
hand-painted murals and oil paint- 
ings of a classical Greek motif. In 
the children’s section this motif 
gives way to a circus theme, com- 
plete with merry-go-round. 
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BACK TO SCHOOL... 
IN THE BEST! 


Pardon our pride . . 

BUT we know your customers will appreciate the 
special quality of Ed White Junior Shoes 

made in the newest styles . . . 

made on the latest lasts . . 

made with the newest equipment .. . 

made by a young, dynamic organization .. . 
made in the most modern factory. 

Ed White Junior Shoes are made for the 
Modern Maid. 


Over 190 Styles in Stock 
Orders in today . . . Out today! 


LET OUR 
SHELVES BE 
YOUR IN-STOCK 
DEPARTMENT 


NATIONAL 


SHOE FAIR 
CHICAGO 
EXHIBITING 
OCT. 26-30 

1958 


BONANZA—Hooked Tie with White Sole—New Pointed Toe 
X790—White Buckgoat—Brass Hooks 

X793—Red Cambi-Lura—White Hooks 

X797—Green Plush Pig—Brass Hooks 

X798—Nuggett Plush Pig—Brass Hooks 

X799—Black Cambi-Lura—White Hooks 


AAA 5-10 
AA 4-10 
B 3!/,-10 


Bes vai pe el iso eC 2 0-9 
ee $4.00 
EASY—One Eyelet Tie & Plug with Egg Heei— 

Oak Bend Sole—New Pointed Toe 
X901—Black Tandem with 

Black Cambi-Lura Plug & Heel Part 
X903—Sherri-Red Tandem with 
Black Cambi-Lura Plug & Heel Part 
X908—Brown Tandem with 

Brown Cambi-Lura Plug & Heel Part 


AAA 5-10 
AA 4-10 
B 3!/,-10 

C 3-9 
$4.00 


BETSY—Faille Lined Round Throat Pivot Ankle Strap 
White Diamonds on Black Base—Composition Sole 
New Semi-Pointed Toe 

5071-75—Black Patent 

5076-75—Black Nylon Velvet 

5079-75—Black Kid Suede 


© 12'/- 3 $3.40 
'D Bi/-12 3.00 
D 54-8 2.75 


5071-75 and 5079-75, also avail 
able in D width, sizes 12'/:-3 


COMO—Antique Perforated Vamp & T-Strap 
Composition Sole—New Semi-Pointed Toe 
5031—Black Patent 

5033—Red Patent 


STYLE * QUALITY + PRICE + SERVICE 


4 





OIE DEL ELLELE OG IEE, ONES 


MANUFACTURERS 


PARAGOULD, ARKANSAS 
Bde 


ST. LOUIS: 132 Merchandise Mart, Tenth and Washington 


SALES OFFICES SAN FRANCISCO: Kaye & Tieso's Shoe Co., 51 First St. 


PRICES SLIGHTLY HIGHER WEST OF DENVER 


NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. 
ALL MADE IN OUR OWN MODERN FACTORY) °« 
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Editorial 


[CONTINUED FROM PAGE 45| 


Fortunately most of the schemes dreamed up by Con- 

gress this spring to bolster the economy fell by the way- 

Nick Todd side, but those measures which were adopted will be costly. 
teenagers’ There is another and more important consideration too. 


It is the staggering toll which is exacted from business 

singing idol every time the brakes have to be applied to stop a boom. 

Arno H. Johnson, Vice President and Senior Economist, 

J. Walter Thompson Company, New York. stressed this 

point to the Board of Directors of the National Shoe 

Manufacturers Association in Palm Beach last March. 

Said Mr. Johnson, “In the midst of the present talk of 

depression few seem to realize that we have accumulated 

" a backlog of $28 billion of consumer buying—a growth 

Jimmy Nelson in our standard of living which should have taken place 


in the last two years, but which did not take place be- 


* s 
the kids favorite cause of purposeful measures to slow down our rate of 
puppeteer expansion as a means of fighting inflation.” 
Now it seems that before we have had the opportunity 
to tap even a small part of this backlog. Washington is 
readying itself for more of these same “purposeful mea- 
sures.” The consumer and business too are entitled to 
occasional relief from this chronic tinkering and manipu- 
lation. Such a breather would give business an opportunity 
to catch up with this backlog of consumer demand. This 
in itself might help to correct the extreme swings of the 
pendulum. 


Men’s Underwear for Shoe Stores 


NEW YORK-—Selling men’s socks in shoe stores is not 
new. It is as complementary as ham and eggs. But when 
Ted Lazar of Union Underwear put Fruit of the Loom 
men’s underwear into a few shoe stores. he really gave 
merchants an extra, easy item to sell. 

The idea evolved some eighteen months ago out of a 
conversation that Mr. Lazar had with the owner of a road- 
side operation, who had some spare floor space available. 
He was looking for “pick up” items and agreed to try the 
Fruit of the Loom men’s underwear. He found that it prac- 
tically sold itself. 

To pass the idea along was the next step... and Mr. 
Lazar, who is vice-president in charge of sales at Union 
Underwear, says: “We felt that the ReEcorpER would do 
the best job for us. We ran two ads and we have had, con- 
servatively, several hundred responses from stores all over 
the country. Through these inquiries we have opened up 
many new accounts. The majority of them are selling 
underwear for the first time and are finding it a successful. 
profitable operation.” 

Union Underwear has a 32 by 32 inch display unit that 
| holds forty dozen garments when full. This installation can 
| be placed in any free, available spot. It takes up very 
| little space and allows for visual and easily accessible self- 

selection. Fruit of the Loom shirts, shorts, briefs and T- 
shirts sell for 49 cents for the athletic shirts and 69 cents 
for the briefs, T-shirts and shorts. 

Merchants buy the rack and the stock. Union Under- 
| wear renders twenty-four hour fill-in service. 

Fruit of the Loom has had consumer acceptance for one 
| hundred years and more. Women shoppers have been 
| familiar with the label and its reputation in white goods 
| and hosiery. Over the years it has proved to be a depend- 

able traffic maker in stores. “These are changing times,” 

says Mr. Lazar, “and the concepts of merchandising and 

distribution must change with them. Giving the consumer a 
For the new Huskies’ fall catalogue write: chance to expedite shopping and purchasing more of his 
HUSSCO SHOE CO.. 47 WEST 34th STREET, NEW YORK. N. Y. needs at one time and in one place is the trend.” 
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Safety Shoes Treated with “Quilon” 
Keep Workers’ Feet Dry 


“SA FETY shoes made from leather processed with ‘Quilon’ 
chrome complex were introduced here over 18 months ago. 
Now they are our most popular shoes, and so far, we 
haven't had one complaint concerning their performance,” 
—so says E. W. MacKenn, safety director at Colgate- 
Palmolive’s home plant in Jersey City. New Jersey. “In 
addition,” he stated, “they have definitely helped increase 
the use of safety shoes in our plant.” 


According to Mr. MacKenn, the shoes themselves can 


have a lot to do with the success or failure of a safety shoe 


program, and workers in his plant have special problems | 


where footwear is concerned. Best known as a maker of 
detergent products, Colgate has an understandable pen- 
chant for cleanliness, with accessible areas being hosed 


. "7 . | 
down quite frequently. Unfortunately, detergent materials 
often mix with the water, creating a solution that can | 


easily cause the best of untreated shoes to become wet 
clear through. 
Shoes made from leather processed with ‘Quilon’ offer 


extra protection against such conditions. Because of this, | 


use of these models has increased to where they are now 
ahead of all others. Because safety shoes are the only 
styles treated with “Quilon” now available to Colgate 
employes, this has meant a corresponding increase in 
safety shoe usage. Mr. MacKenn declares. 

As the man who emphasizes the “safe” in safety shoes, 


Mr. MacKenn takes a very favorable view of that increase. | 
Ten years in Colgate’s top accident prevention spot have | 
convinced him that safety is basically a matter of educa- | 


tion, and if a man can be educated to wear steel toed shoes 
to protect his feet, he is also likely to think about safety 
in other matters. Acting on that philosophy, Colgate 
misses no opportunity to sell the value of safety shoes. 
Prominently placed posters play a part in the safety 
shoe campaign. However, a more persuasive argument is 
a traveling display and demonstration available to all fore- 
men for use during periodic safety meetings with their 
men. The clincher comes when a worker is urged to 
thrust his hand into a safety shoe and flail away on the toe 
with a heavy hammer. A similar procedure is then sug- 
gested with an ordinary work shoe. Takers are few. 


Practical Golf Shoe 


This interesting and highly practical golf shoe, by Allen 

Edmonds, Belgium, Wisconsin, takes full advantage of the 

characteristics of unusual strength, flexibility, coolness, 

and porosity which are inherent in Kangaroo leather. The 

saddle over-lay gives a fresh, new look to its classic five 
eyelet blucher pattern. 
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.. 80 light, so flexible, so resilient, 


you can roll them up... 


right in the palm of your hand. 


VUL-CORK SOLE DIVISION 
CAMBRIDGE RUBBER CO 
TANEYTOWN, MARYLAND 











Leased Shoe Departments 
(CONTINUED FROM PAGE 89) 


lar-priced, quick turnover shoe de- 
partments are located. However, a 
good number of leased shoe depart- 
ments are upstairs. 

Leased shoe departments usually 
return a good profit, to themselves 
and to the store. It is possible, how- 
ever, that monetary loss may actu- 
ally be encountered. The depart- 
ment may still be continued in spite 
of loss if it is needed to round out 
the offerings of the store to satisfy 
the customers. The shoe department 
is known to bring traffic to a store, 
resulting in added volume to the 
other departments. It then becomes 
the responsibility of the lessee and 
lessor to work for the mutual advan- 
tage of each so that profits will be 
shown by both parties. 

Again as in all dealings among in- 
dividuals, ali terms of the leased de- 
partment must be set down in a con- 
tract. This contract will tell what 
each party may expect from the 
other, relative to the operation of 
the department. This will eliminate 
misunderstanding and controversies, 


PACTFATE 


PROTECTED GERMICIDAL SHOE LINII 


which may later arise, and will de- 
fine the rights of both parties. 

It is absolutely important to state 
the type of shoes that will be car- 
ried, including probable price 
ranges. The store might reserve the 
right to duplicate some of the shoes 
in other departments. However, the 
lease will make sure that the shoes 
will be the correct type to comple- 
ment the other merchandise that is 
carried, in variety and quality. The 
store will ask to be able to inspect 
and compare the shoes with competi- 
tive footwear for price, quality and 
value. The shoes will be clearly 
marked and sold at that marked 
price to all, without exception. 

The location of the department 
must be specifically agreed upon, 
with the space to be occupied clearly 
outlined. If the store reserves the 
right to move the location, the ex- 
pense of moving is borne by the 
store. 

The term of the contract is usu- 
ally from one to three years, depend- 
ing on the circumstances. It is 
rarely for a longer period. 

The rent to be paid for a leased 


shoe department, whether it be 


Preserves leather from drying and cracking 


Retards holes in lining 


Keeps shoes from getting out of shape 


Prevents bacterial decay, 


mildew and odor from perspiration. 


That’s why more and more consumers buy shoes 


with the PACIFATE tag. 


Used by leading manufacturers of men’s, women’s, 


children’s and babies’ shoes. 


OTHER FAMOUS PACIFIC MILLS SHOE LININGS: 
PACITWIN — two-in-one, flannel and drill wrinkle-free lining 


PACIDURA — non-fray, shrink resistant, cotton lining 


PACITEEN — especially for slippers, dyed suede finish lining 


is the ONLY lining ever approved by The National Foot Health Council 


i Je 
>». fog 
= ie 
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men’s, women’s or children’s—runs 
from 10 to 12 per cent of net sales. 
These figures are negotiable, as 
there are cases where rents have 
gone from 9 to 14 per cent; but I 
repeat, the greatest number of cases 
operate in the vicinity of 10 to 12 
per cent. In some instances, a guar- 
anteed rental is required for a mini- 
mum amount of business. When this 
guaranteed rent is stated in the 
lease, the lessor usually offers the 
department for an average of 1 per 
cent lower than what is usually de- 
manded. 

There is always an _ additional 
charge of 2 per cent on credit sales. 
This is added because the store is 
responsible for all its customers’ 
charges. It includes all bookkeeping 
and other office expenses as well as 
losses that occur through “charge 
sales.”” Therefore, when we discuss 
rents for leased shoe departments, 
the figures 10-12 per cent mean a 
charge of 10 per cent of net cash 
sales with 12 per cent charge for ail 
charge sales. 

Most larger stores have annual 
advertising contracts with news- 

[CONTINUED ON PAGE 114] 
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PACIFIC MILLS DOMESTIC CORP.,an affiliate of WAMSUTTA MILLS, Dept. P10, 1430 Broadway, New York 18,N.Y. 
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Tanning Progress 
in the United States 
(CONTINUED FROM PAGE 86) 


tury? 


A. This is something we have al- | 


ready touched upon; that is, the new 
washable or dry-cleanable leathers 
which have increased the use of this 
commodity in the manufacture of 
gloves and apparel. The lighter and 
softer leathers also have played an 
important role in this development be- 
cause they have kept consumers in- 
terested in the commodities and have 
accounted a great deal for the slow- 
down in the move to substitutes. 

Q. What are the principal devel- 
opments in shoes in this century? 

A. In dress shoes, I believe the 
principal development has been the 
cemented shoe manufacturing proc- 
ess. Although this was originally 
developed for women’s shoes, it is 
now being used to a growing extent 
for men’s footwear. In fact, the ce- 
ment process is so important that it 
now accounts for more than 60 per 
cent of the total production. In 
heavy shoes or military footwear, | 
believe the vulcanized process is the 
outstanding development. This has 
only been used a short time, but 
already considerable progress has 
been made and initial reports from 
some consumers indicate consider- 
able satisfaction with vulcanized 
shoes from the price and the utility 
angles. 

Q. What are some of the fields of 
research still to be explored in the 
preparation or the curing of hides? 

A. In my opinion, no other prob- 
lem in the hide trade has received 
more criticism and complaint both 
at home and abroad than curing. 
The mission which the U. S. Depart- 
ment of Agriculture recently sent to 
Europe reported that hides arriving 
there from the United States were 
in a “terrible” state on arrival be- 
cause of poor cure. It is my opinion 
that the Argentines, who brine-treat 
their hides, have had less complaint 
than any other exporting nation. ! 
believe this is a good field for con- 
siderable additional research, espe- 
cially, if this nation expects to re- 
tain an important export volume. 


Wilbur Maymon has been named 
to manage a branch store of Health 
Footwear, Inc., at Warwick, R. I., 
succeeding Martin J. Cullen. 
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This little 


There's real volume in juvenile 
footwear when you carry a complete 
line of the boots Young America is wearing today. 


The demand's for Cowboy Boots, Chukka Boots 
(especially big right now), Combat Boots, Wellingtons, 
Engineer Boots. 





Quinn & Delbert carries them all in a full range of sizes — 
and fills 99 % of all orders promptly from COMPLETE 
FACTORY IN-STOCK. Every boot handsomely styled, ruggedly 
built, priced to give you real volume with full mark-up. 


Ask about the special discount on initial orders — now. 


Style C67 
Sand sveded leather 
Wedge crepe sole 
Sizes 82/3, 34/6 


FREE 
DISPLAY CARD 


with all 
Cowboy Boot 
orders 
Style 307 

Two-color underlay 

Lt. Tan vamp, Wine leg 

Sizes 4/8, 8Y,/3, 32/ 6 

Also in Round, Pointed toe 


SEND Style 408 


for Catalog and Fancy stitched 


Dealers’ Price List Black vamp, Sand leg 
Sizes 4/8, 8Y,/3, 32/6 
Also in Round, Pointed toe 


a a 


Juvenile COWBOY © CHUKKA © WELLINGTON © COMBAT © ENGINEER Boots 
QUINN & DELBERT Boot Mfg. Co., Marlboro, Mass. 


Salesmen: A few choice territories still open 





Sure . . . Princeton’s the world’s largest knitter of pile 
fabrics. But you'll get a particular kick out of working 
with our design, research and technical staffs who are 
experts in engineering fabrics expressly to your spe- 
cialized boot and slipper needs. Who else could have 
pioneered Dynalure (100° Dynel) and the fabulous 
“Electrified Cufftex” for cuffs? Or created a magnifi- 
cent 100% Acrilan for linings? Only Princeton! That’s 
why our customers read like Shoe-dom’s Who’s Who: 
Why don’t you join the illustrious list? 


PRINCETO 


Princeton Knitting Mills, Inc., 450 Seventh Avenue, New York 1 


I Wore Chukka Boots 
Forty Years Ago 


by SAMUEL G. DONES 
H. O. Toor Shoe Companies 


| DO NOT know the origin of our present day popular 
Chukka boot, but when I was a young man we wore the 
types of shoes that we now know as Chukka boots. Only, 
we knew them as “Veldtschoene,” veldt meaning prairie 
and schoene meaning boots—prairie boots. 

I was born in Southern Africa and to us “Veldtschoene” 
had a definite place and a positive use. In those days going 
to the continent was indeed a very rare opportunity and 
flying to America was unheard of. South Africans took 
their holidays in the Bush Veldt (call it prairie or desert 
or jungles), where camping and hunting were the order 
of the day. This meant that a shoe that was comfortable, 
serviceable and plyable was needed to fill the bill. For in 
tracking an animal, one very often waited for hours in one 
spot and when you did move it meant soft treading all the 
way. 

I knew nothing about shoemaking then, but I do remem- 
ber our “Veldtschoene” (plural) were made out of a kind 
of buckskin leather with real English plantation crepe 
soles. [ remember the long thick stitches the shoemaker 
used by first making a hole through upper and insole and 
then pulling two threaded needles in opposite directions 
through the hole. 

Looking at today’s genuine Chukka boot, made out of a 
real steerbuck, with long heavy stitches and no welting, 
having genuine plantation crepe soles for bottoms, I feel 
1 am looking at an old friend, my “Veldtschoene” of yes- 
leryear. 

At one time Italian mothers always tied bows of red 
ribbon on the shoes of their children to shield them from 
the dangers of the evil eye. 

Marie Antoinette of France had such an elaborate col- 
lection of shoes to match her elaborate collection of clothes 
that the footwear was indexed by color, date and style. 


Lined Snow Boot 


A new Snow Boot, fully lined with acetate-nylon fleece, 
is featured for stormy weather wear in the Trimfoot Com- 


| pany's fall line. Made of a very soft tannage leather for 
increased comfort the Snow Boot has an adjustable buckle 


strap running forward over the vamp adding emphasis to 

the rakish design. All-weather waterproof soles of cellular 

crepe are the same color as the upper. An added touch 

is the white liner sandwiched between sole and shoe. 

Goodyear welting is stitched through the liner. The Trim- 

foot Snow Boot is made in both red and black in children's 
sizes 5 through 12, and 13 through 3. 
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Take a Lesson from the Lazy Man! 
by JAY B. SNOW 


TAKING a lesson from the lazy man’s way of doing things 
does not necessarily mean developing laziness in your own 
bones, but most of us could well profit from a little ob- 
servation of the lazy critter. 

I worked in a good sized clothing store with a large shoe 
department not long ago. The owner was a tall easy going 
man with an enjoyment of everyday living it was nice to 
be around. 

There was a substantial shoe department, and the first 
thing I noticed on going there was the slickest shoe 
stretcher I had ever seen. As many years as I have been 
in this business I had never seen one like it. There was 
every kind of a gizmo, gadget, and dingus in that store to 
make doing things easy and simple and quick. Along with 
printing presses and new mimeograph machines, there were 
much more than the usual number of display fixtures and 
materials to work with. Some of them would not be used 
for months at a time, but every so often something would 
just fall in place for a display | was working out. 

One day I said to the boss. “Zack, you sure have every 
kind of a jimerack in this store to do with.” 

He grinned. “I’m lazy.” 

“T wouldn’t say that.” 

“TI would.” he came back. “or I wouldn’t have all this 
stuff around. Lots of men run their business with a 
minimum amount of such things, but being a lazy cuss | 
find it easier to do things if I'm properly equipped for any 
job, large or small, that comes up.” 

“And .” he yawned, “ and it’s so much easier.” 

Contrast this with a brother-in-law of mine who used to 
do everything the “hard way.” One time he had a ranch, 
which is a far cry from the shoe business, but the principal 
still applies. He had plenty of money to buy the finest 
equipment, but by some perversity of his nature, he insisted 
on using half worn out machinery which was always break- 
ing down, and then he’d run over to another junked piece 
of something or other, and yank a part off that to use on 
the one that had broken down. 

Whatever we're doing, let’s take a lesson from the lazy 
man, and have the things to work with we need. It will 
make our business better—and keep us away from alarm 
( lock nerves, 


Sheepskin Lined After-Ski Boot 


this 


G. H. Bass Company has announced the marketing of an 

“after-ski" boot; black suede with red kid cording with 

sheepskin lining throughout. Soles are black cushion crepe. 

Made for women's lines only, the boot will be manufac- 
tured for men if response is good. 


July 15, 1958 


Just one of the many reasons why Moxees 
are America's favorite sports and casuals. 
See ‘em all — today, write for latest catalog, 
Manufactured by Belgrade Shoe Co., Auburn, Maine 


In Canada by Fortune Footwear Ltd., Hamilton, Ontario 





Leased Shoe Departments 


(CONTINUED FROM PAGE 110) 
papers which are much lower than 
normal] The lessee has the 
privilege of using the newspaper 
contract rate at an additional charge 
that averages 15 per cent over the 
contract rate surcharge. This addi- 
tional charge, which is much less ex- 
pensive than if used on a regular 
basis, is for the use of copy writers 
and other production facilities of 
the advertising department. The les- 
see, according to contract, might be 
required to spend from 3 to 5 per 
cent of net sales for all advertising. 
He might be required to run a spe- 
cific number of ads. This, of course, 
is negotiable. 

The contract usually states that 
no advertising, whether it be signs, 
letterheads or customers’ cards, can 
be printed unless first approved by 
the store. The lessee must conduct 
his business under the store’s name 
only and when his lease terminates 
the right to use the store name ends. 
The lessee cannot be identified as a 
separate entity in any way. 

In return for the rent that is paid, 
the lessor usually furnishes all fur- 
niture and fixtures that are consid- 
ered standard equipment by the 
lessee in his operation, so that capi- 
tal that would usually be used to fix- 
ture a store can go into stock. The 
initial outlay of money is less than 
if a new store were to be opened. 

The lessee should cooperate in all 
or any promotions that the 
undertakes and shoes should 
be offered that will fit in with any 
such event. 


rates. 


sales 


store 


The store also usually furnishes 
the lessee, without any charge, heat, 
local telephone service, administra- 
tion and office expenses, elevator ser- 
vice, rest rooms, janitor service, 
price signs in reasonable amounts, 
display window and window trim- 
This must all be 
the lease and used in 
manner. The store usually 
maintains the right to be the sole 
judge of the facilities that are given. 

The the other 
hand, distance 


ming services. 
stated in 


proper 


lessee must, on 
pay long 


phone calls, telegrams, deliveries to 


for tele- 
customers outside the regular deliv- 
ery zone, express, wrapping paper, 
tissue, twine, boxes, envelopes, let- 
terheads, business cards, markings 
and stock room costs, ete. These ex- 
the month 


penses are paid by and 
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usually deducted from the monthly 
statement. 

The lessee must use the 
standard wrapping for regular, gift 
and holiday merchandise that the 
store uses. 

The store right to 
receive any merchandise through its 
receiving rooms without having to 
examine it or be responsible for its 
safety. 

All returns, complaints and ad- 
justments must be taken care of just 
as the store would in any other de- 
partment. If the adjustment policy 
of the whole store is a generous one, 
then the leased shoe department 
must be easy and generous in its 
handling of adjustments and com- 
plaints. Any dispute with a cus- 
tomer must comply with the decision 
that the store makes. 

All store hours and holidays are 
regulated by the store and the leased 
shoe department abides by these 
regulations. 

All payroll and buying costs are 
paid for by the lessee. Insurance of 
merchandise, as well as public liabil- 
ity insurance in sufficient amounts, 
must be paid for by the shoe lessee, 
covering the lessee and the store in 
the area that Workmen, 
compensation and products liability 
insurance must also be carried by 
the lessee. 

All municipal, state and federal 
taxes that might be levied against 
the merchandise, income 
must also be paid by the shoe de- 
partment lessee. The lessor usually 
holds excise and sales tax receipts 
and then includes them when he 
makes his own remittance. The les- 
must obtain his own sales tax 
permit if any is required. Agree- 
ments must also be made as to who 
is to collect and apply payroll and 
withholding taxes. 

All sales tickets and cash received 
from sales must be handed over to 
the store daily so that they can be 
recorded properly promptly. 
Thereafter, all settlements can be 
made on a stipulated basis, whether 
it be monthly, semi-monthly or 
weekly. It has been the custom of 
some stores to settle cash sales on a 
semi-monthly basis, and charge sales 
on a monthly basis. 

Termination of the lease may be 
accomplished by default, termina- 
tion of the agreement or by a de- 
struction of the premises by fire or 
an act of God. 


same 


reserves the 


is leased. 


sales or 


see 


and 


Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 40) 


of the increase would be $5 a month. 
The tax rate would advance by one- 
fourth of one per cent in January. 

It is possible that no increase in 
the tax rate will be necessary if the 
increase in benefits isn’t too high. 
An alternative, under consideration 
by some lawmakers, would be to 
raise revenues simply by lifting the 
taxable income base. 


Labor unions cannot use the 
power of law to force employers to 
abide by hot cargo clauses in labor- 
management contracts. 

Hot cargo language frequently has 
served as a weapon for the unions. 
Under terms of the clauses, workers 
have been able to refuse to handle 
goods from a firm considered “un- 
fair.’ An “unfair” employer is one 
with which a union is at odds. 

An important new U. S. Supreme 
Court ruling weakens the unions’ 
position as to the hot cargo clauses. 
The court, in a six-to-three action, 
finds that the clauses do not protect 
a union from a secondary boycott 
charge. National Labor Relations 
Board also has taken this view of 
the hot cargo question. 

Many contracts in the trucking 
industry contain hot cargo language. 
Now it is expected that the Team- 
sters Union will find it more difficult 
to pressure nonorganized truckers 
into signing agreements with the 
union. The Teamsters are claiming 
a partial win because the court did 
not find hot cargo agreements un- 
lawful under the Taft-Hartley Act. 

Congress is showing only luke- 
warm interest in legislation to per- 
mit functional discounts. 

Legislation is pending in both 
the Senate and House Judiciary 
Committees. It would amend the 
Robinson-Patman Act to permit 
manufacturers or jobbers to give 
varying discounts to their custo- 
mers, depending on the functions 
which the customer performs. 

Under the proposal, a larger dis- 
count could be given to a customer 
who services a product than to one 
who does not. Under present law, 
this is illegal. 

Both committees have asked 
executive agencies, including the 
Justice Department and the Federal 

[CONTINUED ON PAGE 119] 
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Shoe Fitting Ad No 4 Footsaving by the people who are selling the 
f ‘ e s shoes ?” 

Series Available Education ““My answer was that our city has 

A TYPE of shoe promotion which Your Vers many good shoe fitters if parents 
assures the public that their chil- picture — would take as much time and effort 
dren will be well fitted has been At what age to seek them out as they do to 
devised by McKee Advertising of is it safe to put find a satisfactory hairdresser or 
Lorain, Ohio. Run as a series of babies in low barber,” McKee said. ‘‘But the aver- 
ads in which questions about the : shoes? 2 

: It is safe at any age. The old 

foot are answered, the promotion, idea that infants should have the recommend any size to make a sale.” 
called “Footsaving Education,” has ankle support of high shoes has McKee continued in his own 
recently had its 150th weekly series been discredited. words: 
made available. I think that high shoes are “Here 

John McKee, owner of McKee’s cute and appropriate on babies 

‘ ’ : but that is a matter of taste. 
Children’s Shoes and president of The truth is thathighshoesdo like the task of buying children’s 
McKee Advertising, originated the not support babies’ ankles. No shoes because they do not trust 
series after reading an article by mother laces the shoe like a cor- — shoemen and on the other are thou- 
a doctor which stated that three S€t on the baby and if she does 


: inadvertently lace the shoe ‘ 
out of four youngsters acquire some snugly the child will pull on the fitters who cannot or do not adver- 


foot defect before reaching age 20. laces. tise their know-how and concern. 
The article rang a bell for McKee. , The reason for high shoes for “The Footsaving Education series 
Years ago he had researched the infants is practicality, The high jas been a perfect solution. We 
: : 2 - Shoe may be fitted with enough ‘ Kee 
subject of footsaving education by room for 3 or 4 months growth first announced the series in a one 


measuring the feet of the 4,000 but still not slip at the heel. column ad with my picture and 

children in the Lorain public elemen- A low shoe necessarily must’ byline. We stated that we would 

tary schools. A total of 73.6 per be fitted closer and may be out- — answer questions about children’s 
grown sooner. pum 


age man feels a shoe salesman will 


is the situation—on one 
side are millions of parents who dis- 


sands of capable, conscientious shoe- 


cent of the children were wearing and shoes in a similar small 
shoes that were % to 3% sizes to many Mothers’ Clubs, P.T.A.’s, ad each week. By writing up simple 
shorter than their foot measurement and Service Clubs. One question truths about shoe fitting, we demon- 
called for. That was close to the that he was always sure he would strate that we have the know-how, 
doctor’s “three out of every four.” have to answer was: “Shouldn’t and the fact that we run such ads is 

McKee then gave shoe fitting talks footsaving education first be learned | CONTINUED ON PAGE 117] 





BIG SPACE 
= ! 
AND COLOR ADS NOW—AT NEW LOW PRICES! 


| 

IN LIFE, TWO BIG MARKETS TO SELL! 

SEVENTEEN, Little girls, big girls, all 

girls are living in Danskins, 

MADEMOISELLE, the number 1 fashion cos- 

DANCE, ‘ tume—and the all-time favor- 
SKATING AND : ; ite of dancers and skaters. \ 

o : Famous for tneir knitted-in 

SKI MAGAZINES co ‘ flawless fit. Delightfully 

WILL PRE-SELL . warm and comfortable! 


Wash and dry quickly. 


Pd \ 
® \ NEWEST COLORS, PATTERNS, 
y yo \ STRIPES AND TEXTURED LOOKS! 


FULL FASHIONED TIGHTS 


for Childrey 


G TS F for Wome m & an 
Tl H ’ SEAMLESS TIGHTS 


\ 
\ 


LEOTARDS NINA AG tcoranos ~ 
TRUNKS ‘HANS for W 


full-fashioned for Women $1.95 
for perfect fit - All prices are retail. In stock 
knit of HELANCA for immediate delivery and 


s-t-r-e-t-c-h nylon fast fill-ins. Order direct. 
Write for complete informa- 


TRUNKS 


tion and catalog B. J. 
U. S. Patents No. 2,697,925 N 
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What’s in a Shoe 
and How to Sell It 
(CONTINUED FROM PAGE 93) 
location in the shoe and is designed 
to serve a special purpose. 
Quarter This 

around the backpart or quarter of 
the shoe. It 
either side of the shoe to the edge 
of the vamp—or on a line 
even with the instep. Sometimes the 
lining may have what’s 
known as a “window” lining—a lit- 


lining: extends 


extends forward on 


about 
quarter 
tle circular or oval piece cut out on 


the Inte this 
marked the shoe size, or the manu- 


side. “window” is 
facturer’s label. 

Vamp lining: This lines the for- 
part of the shoe, from the vamp line 
(about the instep) to the toe. 

Sock lining: A thin covering atop 
the insole of the shoe, used to pro- 
tect the foot against insole stitches, 
Some sock linings have a ‘‘win- 

lining. The manufacturer’s 
brand name is frequently 
stamped on the sock lining. 

This 


shoe—and _ is 


ete. 
dow” 
label or 
lining: lines the 
tongue of the fre- 
quently a softer lining material such 
as felt or a napped fabric, to serve 
as a protective padding against the 
lacing. 

Heel pad: A lining, heel- 
shaped, on top of the insole, and fit- 
ting under the heel of the foot as 
against seams or tack 

The manufacturer’s 
brand or the store’s private label is 
often stamped on this pad. 
Simply the 


Tongue 


small 


protection 


heads, ete. 


Strap lining: lining 
under a strap. 

Heel stay: Commonly known as a 
“non-slip,” it is a little piece of ma- 
terial againsts the back of the coun- 
ter or heel, having a roughened sur- 
face, its purpose to prevent the heel 
of the foot from slipping up and 
down in the shoe. 

Doubler: This is a kind of lining 
that fits between the upper material 
and regular lining, such as in the 
vamp area, to give more “body” to 
the upper. It is used largely with 
lightweight upper materials (fab- 
rics, lightweight leathers, etc. ). 

Toe lining: The toe portion of the 
vamp lining. Occasionally a toe lin- 
ing alone may be used. 

Skeleton lining: A narrow strip 
of leather or other material around 
the top edge or quarter of the shoe. 
It’s usually used in lighter weight 
men’s shoes, for example, such as in 
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some Italian types, where a fuil 
quarter lining isn’t used. It’s simply 
a little “collar” around the edge. 
Between lining: Basically, the 
same idea as a doubler, except that 
it’s usually used in the quarter in- 
stead of the vamp part of the shoe. 
Counter pocket: This is used to 
the on an_ unlined 


cover counter 


shoe. 


Lining Materials 


A variety of materials are com- 
monly used for shoe linings. Usu- 
ally, the type of material depends on 
the type or location of the lining. In 
the past five or ten years in particu- 
lar, tremendous strides have been 
made in the improvements of most 
lining materials. Most linings today 
give a much higher performance 
value than the linings of a decade 
or more ago. 

Here are the most common lining 
materials used today: leathers (kid, 
sheep or lamb, calf, splits) ; fabrics, 
coated fabrics (‘‘synthetic’ materi- 
als), cotton or cotton-base materials, 
shearlings, foam rubber, felt. 

Leather is unquestionably the old- 
est lining material. Leather linings 
are used on most better grade shoes, 
as well as on many of the medium- 
priced shoes. The leather lining is 
usually synonymous with a quality 
It has the important proper- 
ties of “breathability” and moisture 
absorption, essential to a good lin- 
ing. The leather lining usually re- 
mains smooth with wear, has 
tendency to wrinkle or crease with 
wear. Hence it has excellent com- 
fort value. 

Leather is used most frequently 
quarter lining, strap lining, 
sock lining, heel pad, heel stay or 
non-slip, skeleton lining —and on 
better grade footwear, particular 
the kid and calf leather linings. 
Very few American-made — shoes, 
even in the better grades, use a full 
leather lining (which includes the 
vamp lining), though the fully 
Jeather-lined shoe is very common in 
Europe, even in the relatively popu- 
lar-priced shoes. 

Kid (along with calf) is regarded 


shoe. 


less 


“us a 





Cooperation in supplying lining mate- 
rials for this article is acknowledged to: 
Andrews-Alderfer Division, The Kendall 
Company; Cellini Shoes, Inc.; L. H. 
Leather Company; Pacific Mills; Respro 
Division, General Tire & Rubber Com- 
pany; Gilbert Freeman, Inc.; Pepperell 
Manufacturing Company; Shain & Com- 
pany, Inc. 


as the quality king of leather lin- 
ings. Kid has lightness yet great 
strength or durability. Its fine 
grain has a luxury feel and appear- 
ance. However, not all types of kid 
leathers are adaptable to lining 
uses. Certain types of goatskins, 
from which kid leather is made, 
must be selected for the best lining 
leathers. Incidentally, just about 
100 per cent of all our kid leathers 
are imported—and from many coun- 
tries such as India, Iran, Nigeria, 
China and South America. Kid 
“takes” and retains colors very well. 
An interesting and fairly recent de- 
velopment is sueded kid linings, 
being used chiefly as quarter and 
sock linings. The velvety surface 
has a luxury appearance and feel, is 
comfortable, and prevents the foot 
from slipping in the shoe. 

Calf, used mostly as a quarter 
lining, is found frequently in better 
grade men’s shoes. 

Sheepskin or lambskin is another 
leather commonly used in linings, 
but in lower priced shoes of all 
types (lambskin linings are priced 
30 to 40 per cent below kidskin). 
Incidentally, the terms lamb and 
sheep are used somewhat synony- 
mously. A sheepskin is actually a 
large lambskin, or vice versa. For 
linings, the term lambskin is used 
more commonly. Sheepskin is the 
term used when the leather is used 
for outside uppers. 

As with kid, most of our lamb- 
skins are imported in the raw form 
and tanned here. The lambskin lin- 
ing, though not up to the fine wear- 
ing qualities of kid and calf, never- 
theless delivers good performance. 
It’s used chiefly as a quarter and 
sock lining, though in some shoes it 
may also be used as a vamp lining. 
It’s used mostly in women’s shoes, 
some in juvenile footwear, but very 
little in men’s shoes. It’s very com- 
monly used in slippers of all kinds. 

Improved tannages have helped 
give better quality and performance 
values to the lambskin lining. It has 
a fine grain, gives good wear, molds 
well to the last and shoe and has 
excellent breatheability. 

Split leather is used as a leather 
lining for lower-priced shoes and 
slippers. Split leather is any leather 
made from portions of hides or 
skins which have been split into two 
or more thicknesses. The grain and 
general quality value of splits do 

[CONTINUED ON PAGE 118] 


Boot and Shoe Recorder 





Shoe Fitting Ad 
Series Available 


(CONTINUED FROM PAGE 115) 


our promise to fit their children’s 
feet with care. 

“The effect was immediate but 
somewhat different than we ex- 
pected. Our tally of new customers 
skyrocketed but very few mentioned 
reading the column. When we asked 
new customers how they had _ hap- 
pened to come out to our store, 
nine out of ten told us that a for- 
mer customer had recommended us. 

“We have come to the conclusion 
that the column is read regularly 
by our customers and whenever the 
subject of children’s shoes is men- 
tioned they are ready with a rec- 
ommendation. In other words our 
sales are being increased by word- 
of-mouth advertising. That must be 
the explanation because we just 
don’t buy enough publicity to ac- 
count for the startling growth of 
our customer record files. 

“Whether it works directly or 
indirectly doesn’t matter. The im- 
portant thing is that it works and 
I feel strongly that good shoe-fitters 
have as much to gain by advertising 
their skill as the volume trade has 
to bombard the public with price.” 


Allied Trades to Show 
Advanced Style Trends 
(CONTINUED FROM PAGE 91) 


550 
2nd Floor 
519 
445 
2nd Floor 
432 
649 
326 
631 


Lowell Counter Co. 
Ludlow Enterprises, Inc. 
Philip Luftman Novelty Corp. 
Lustrous Looms, Inc. 
Luxury Braid Co., Inc. 
Lynch Heel Co. 
Lynn Innersole Co. 
Metropolitan Shoe Specialties Co. 
Middletown Rubber Corp... 629, 630 & 
Mitchell & Smith Div. of Sheller Mfg. 

Corp. 
Moore Fabrics, Inc. 
Maynard H. Moore Jr., Inc. 
Musi Corporation 
National Automotive Fibres, Inc. 
National Backing Corporation 
Newcastle Fabrics Corp. 
North & Judd Manufacturing Co. 
Novelty Carving & Mfg. Corp. 
O. K. Shank & Counter Co. 
Ouimet Stay & Leather Co. 
Oxford Shoe Specialty Co. 
Parker Shoe Accessories Co., Inc. 
Parva Buckle Co. 
Pellon Corp. 
Pero & Daniels, Inc. 
Phillips-Premier Corp 
Philmar Fabrics 
Plever Backing Corp. 
Ply-Lar Corp. 
Henry Pollak, Inc. 
Precision Buckles, Inc. 544 
Quabauq Rubber Co. 505 & 512 
Respro Div., The General Tire & Rubber 

° 541 & 546 


648 & 


443 
435 
433 
424 
553 
421 
539 
429 
620 
314 
552 
335 
652 
2nd Floor 
2nd Floor 

537 
2nd Floor 

305 

325 

442 

422 


507 & 
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303 
521 
341 & 343 
527 & 528 
618 
306 
2nd Floor 
606 
344 & 345 
327 & 329 
523 
407 
604 
548 
501 
2nd Floor 
640 & 642 
551 
332 
521 
439 
542 


Rhinestone Distributors, Inc. 
Robin Last Company, Ltd. 
The Rockmore Company, Inc. 
F. Ronci Co., Inc. 
Rosemont Silk Co., Inc. 
Rubin Trimming Works, Inc. 
Schaefer Machine Co., Inc. 
Schiff Jewelry Mfg. Co. Inc. 
Lawrence Schiff Silk Mills Inc. 
Armand Schwab & Co. Inc. 
Shoe Factory Supply Corp. 
Silver Fabrics Corp. 
Sinco Novelties Corp. 
Harry R. Snyder Shoe Styles 
Spano Shoe Products, Inc. 
Stedfast Rubber Co., Inc. 
Sterling Last Corp. 
Stocko Metal Products 
Strauss Import Corp. 
F. W. Stuart Company 
Superior Rubber Co., Inc. 
Thomas Taylor & Sons 
Textileather Division— 

The General Tire & Rubber Co. 


Thermo-Plastic Products, Inc. 


Last 


for EXTRA 
KIWI 
PROFITS! 


307 & 349 
537 


322 
427 
426 
347 


Top Style Novelty Co. 
John G. Traver Co., Inc. 
United Last Co., Ltd. 
United Shoe Ornament Co. 
United Stay Co., Inc. 615 
Universal Coated Fabrics Co., Inc. 338 
Universal Creations, Inc. 621 & 623 
Universal Stay Co., Inc. 621 & 623 
Vanetta Mills, Inc. 440 
Venus Art Embroidery Co., Inc. 626 
Virginia Oak Tannery, Inc. 2nd Floor 
Vulplex, Inc. 532 
Wavershoe Trimming Co., Inc. 341 & 343 
E. E. Weller Co. 651 
Wellington Sears Co. 518 
Weymouth Art Leather Co., Inc. 431 
Wilner Wood Products Co. 2nd Floor 


Jack Kelly has been promoted to 


assistant department manager of 


Balcony Shoes at Dayton’s, Minne- 
apolis, Minn., department store. He 
joined the firm in 1949. 


Call 


KIWI goes to 29: 
August Ist 


For the first time in a decade of ever-rising costs, we 

must raise the retail price of KIWI Boot Polish from 

25¢ to 29¢. This retail price increase means that you, 

the retailer, can make extra profits. 

LAST CALL! to Make Extra Profits on Your 
Inventory on hand at August Ist, 1958 


(including your purchases to that date.) 


This advance notice 1s be ng repeated to make sure 


everyone gets an equal opportunity to share in these 


extra profits. 


Stocks at the old price are limited and allocated to 
wholesalers. So, in fairness to all, we sugyvest that you 


get in touch with your jobber promptly to get your 


share of these extra profits. 

New price stickers-gummed and printed—for use 
after August Ist are available free. Tell your whol 
saler how many you need. Or write: 


KIWI Polish Co. Pottstown, Pa. 








What's in a Shoe 
and How to Sell It 
(CONTINUED FROM 116) 
not compare with those of kid, calf 
or lambskin. However, improved 
tannages and finishes of splits in re- 


PAGE 


have advanced the use 
of splits for linings appreciably. 


Cotton or cotton-based linings are 


cent years 


perhaps the mosts commonly of all 
types used, and are used dominantly 
us vamp linings. These are chiefly 
twill, drill and duck linings. A 
“twill” is actually a weave, not a 
fabric, as commonly believed. Gab- 
ardine and cotton are two examples 
of “twill” weaves used in shoe mate- 
rials—the cotton twill strictly as a 
lining. 

A drill is a heavy twilled cotton 
fabric—found usually in 
better children’s 
vamp Lighter 
on 
stitchdown and work shoes. 

Army duck is a fine, light quality 
canvas used in better grade men’s 


or linen 


men’s and grade 
lining. 


used 


shoes, as a 


weight drills are some 


shoes as a vamp lining. 

Sheeting, another common vamp 
linen cloth 
woven on wide looms, and is used in 
men’s and children’s shoes mostly. 

Two reasons for the wide use of 
cotton-type vamp linings are their 
low their practical-value 
lining materials 
breathable or porous— 
important in the forepart of 
the shoe. They absorb and evaporate 
quickly, important 
from the standpoint of foot comfort 


lining, is a cotton or 


cost and 


features. These 
are highly 
very 


moisture also 


and hygiene. 


Chemical Treatment 
One of the most significant devel- 
opments in linings in recent years 
and applying particularly to the cot- 
the 
cial treatment given to these cloths 


ton-type vamp linings—is spe- 
to prevent or reduce rotting, mildew, 
fungus growth, offensive odors, etc., 
of the lining. This has been a tre- 
mendous asset to the shoe, and to 
general foot hygiene and foot com- 
fort. The leading, better quality cot- 
ton vamp linings today are chemi- 
cally treated. Results have been ex- 
Such linings have fine mer- 
chandising features. 


cellent. 


fabrics 
have, in recent years especially, be- 
come an important type of lining, 
largely because of their fashion or 
appearance contribution to the shoe 


Printed or decorative 
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particularly in quarter and sock 
linings. Faille, a corded silk, is one 
of the most common lining fabrics—- 
used mainly for sock and vamp lin- 
ings. Todays failles employ many 
fresh effects via colored prints and 
weaves. Over the past four or five 
years, cotton or cotton-rayon com- 
binations, have received a big play 
in linings. ‘hese have been fash- 
in a wide variety of colors, 
weaves—just 


ioned 
prints, textures and 
about any desired color, pattern or 
by the shoe manufacturer or buyer 
Also, many of the fabrics used for 
linings today are specially treated 
to resist soil and shrinkage, or to be 
color-fast against foot moisture. 

While fabric linings have their 
own variety of virtues (cool, breathe- 
able, lightweight, etc.), perhaps 
their chief point of attraction is 
their contribution to the fashion and 
eye-appeal of the shoe. Fabric lin- 
ings today available in just 
about anything desired or specified 
design, texture or weave—to match 
or contrast with the upper. 
This has been a particularly strong 
feature in women’s shoes. 


are 


shoe’s 


Coated Fabrics 

Another very important classifica- 
tion of lining materials is the coated 
fabric, which in many ways is dis- 
tinctly different from regular fab- 
rics. It is vinyl-coated (that is, 
coated with a plastic film) and im- 
pregnated with rubber. This “fab- 
thus acquires some distinctive 
its own. The coated 
are often referred to 
not accurately—as “syn 
materials. 
fabrics 


ric” 
qualities of 
fabrics 
though 
thetic” 

The coated for 
quarter, vamp, sock, strap and other 
types of Versatility, along 
with economy of price, are two im- 
portant features of linings. 
The start of the a 
thetic” lining came when a woven 
sheeting material was given a “nap” 
finish on both sides, made to look 
like flannel. This raised nap _ in- 
creased the volume of the material 
by about three times, without add- 
ing weight. Later, a mild rubber 
impregnation was used in the fabric. 
The result was a very practical lin- 
ing material—having strength and 
body, and the feature of “stretch” 
so important in the lasting or mold- 
ing of the shoe. The napped and 
“plumped” coated fabric—especially 
when used as a sock lining—pro- 


are used 


linings. 


these 


so-called “‘syn- 


effect. 
“syn- 


vided a mild, cushiony 
3ut the biggest advance in 
thetic” linings came some years ago, 
with the application of vinyl coating 
(polyvinyl chloride resin—first used 
as a substitute for rubber, at that 
time in short supply, then found to 
far superior to rubber). The 
vinyl coating gave new and im- 
proved effects to these linings— 
depth of color, better wear, far less 
“flex fatigue’ (great resistance to 
cracking with wear or shoe flexing), 
longer life, a more attractive sur- 
face finish. As a result of these de- 
velopments, today tens of millions of 
pairs of shoes utilize linings made 
of coated fabrics, which are avail- 
able in any desired color, design or 
pattern, and textures of “grains.” 


be 


Foam Rubber 

Foam rubber is one of the more 
recent entries into the shoe lining 
field. Its initial success was scored 
as a sock lining, where it provided a 
very comfortable walking base 
which the public found much to its 
liking. About three years ago an- 
other version of the foam rubber lin- 
ing was introduced—as a vamp lin- 
ing with a ‘quilted’ appearance 
visible in the forepart of the shoe 
upper. This combined a new com- 
fort feature with a new styling ef- 
fect that proved popular, and still is 
in some types of women’s shoes. 
Even more recently has come the 
foam lining (vamp and/or quarter) 
without the quilted appearance. This 
lining is thinner, is used as a com- 
fort feature that gives a desirable 
“luxury” feel to the foot inside the 
shoe. The foam rubber, because of 
its millions of tiny ‘‘air pockets,” is 
a highly porous and breathable ma- 
terial as a lining. The foam rub- 
ber has a fabric surface. 

The shearling lining is commonly 
seen in slippers or some types of 
winter boots. The shearling may be 
natural or synthetic. 

Felt is used much less in shoes to- 
day as a lining material—is some 
times seen as a tongue lining or sock 
lining. Perhaps its greatest applica- 
tion is as a lining material in some 
slippers, or in winter boots. 


How the Lining Serves 


One of the biggest assets of a 
good lining is its service to foot 
health and foot comfort. A shoe is 
the dirtiest article of apparel worn. 

| CONTINUED ON PAGE 120] 
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Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 114) 

for comments 
on the proposal. But neither is 
pressing for quick replies, even 
though mail from businessmen on 
the proposal is said to be running 
high. 

A House Antitrust subcommittee 
has scheduled hearings for July 16 
and 17 on the proposals, but this 
is probably too late to lead to any 
action by Congress this year. 


Trade Commission, 


Industries in areas hard hit by 
the recession are going to get an 
extra break in bidding for govern- 
ment contracts. 

In answer to demands from Con- 
gress, the Pentagon is unlimbering 
a provision of the procurement laws 
which permits contractors in labor 
surplus areas to be given a second 
crack at bidding and allowed to 
match a low bid if it comes from an 
area without substantial unemploy- 
ment. 

In additon, the General Services 
Administration, the government’s 
principal buying arm for civilian 
agencies, has promised to “develop 
and place in operation an effective 
set-aside program for the place- 
ment of contracts in surplus labor 
areas.” 


renewed 
control 


Congress is showing 
interest in legislation to 
business mergers. 
Aisle Display Unit 
a << > 5 ait ees 


pe 


5 


This Romito-Donnelly aisle display holds 
48 shoes. It is available in black, cop- 


per, gray and green. 


July 15, 1958 


Legislation to require firms plan- 
ning to merge, if their combined 
top $10 million, to notify 
the government in advance has been 
under study in both the Senate and 
House. 

The pending proposals would re- 
quire the firms to notify the govern- 
ment anywhere from 30 to 90 days 
before the actual merger took place. 
This would give the government 
time to rule on whether the combina- 
tion would violate the antitrust laws. 

Federal trust busters are support- 


assets 


ing the premerger notification 
principle. They say they are tired 
of trying to “unscramble eggs” 
untangle assets after two or more 
firms have combined. 

Business reaction to the proposal 
has been mixed. Some firms complain 
it would discourage many necessary 
mergers because trade 
information would 
vealed. Others favor 
will close loopholes in the antitrust 
laws and help 
predatory competition. 


corporate 
have to be re- 
it, saying it 
from 


protect them 


O.: service is tailored to provide all the 
working capital any qualified client needs, 


without increased borrowing, diluting 


profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 


Textile Banking Company | 


55 Madison Avenue, New York 10, N.Y. 
- Providing operational financing for the 
apparel, electronics, furniture, leather, 
plastics and textile industries. 
Subsidiaries: 


T. B.C. Associates, Inc., New York 


é 


Southwest Texbanc, Inc., St. Louis 





What's in a Shoe 
and How to Sell It 
(CONTINUED FROM PAGE 118) 

It can’t be washed or dry-cleaned 
(though maybe it could and should), 
and it’s in constant contact with the 
ground, picking up grime and soil 
and germs, as well as in constant 
contact with the foot, absorbing 
moisture, heat, sweat acids, odors, 
etc. The shoe’s linings are collectors 
of many impurities. Obviously, a 
good quality lining, containing 
built-in properties to counter-act all 
the hazards it meets, is a very im- 

portant part of the shoe. 

What are the properties of a 
“good” lining? First, it should be 
“breatheable” or porous. It must per- 
mit rapid evaporation of moisture 
so that the foot remains dry and cool 
in summer, dry and warm in winter. 
Slow evaporation of foot 
to rot the lining faster 
the sweat acids and the 
the foot against a wet-weakened 
material. 

Second, it should resist the dete- 
effect of bacteria, mold, 
fungus and other harmful organ- 
isms. A chemically treated lining is 
designed to do this. This means a 
more hygienic and 
cleaner, more comfortable shoe. I+ 
also means a lining (and shoe) that 
longer. The lining is a 
“buffer” between the foot and 
leather. A good “buffer” saves the 
leather from direct contact with the 
various chemical And, as 
many tests show, a good lining pre- 
vents cracking or rotting of the 
leather, thus gives longer, healthier 
life to the whole shoe. A good lining 
neutralizes the bacteria, prevents 
the bacteria from moving into the 
leather to bring on brittleness and 
cracking. 


sweat tends 
because of 
abrasion of 


riorating 


shoe foot, a 


wears 


hazards. 


Third, a good lining delivers fine 
wear performance. Holes that de 
velop in linings may be the result of 
constant friction by the foot, or the 
result of rotting from fungi, mil- 
dew, etc. A treated 
cloth lining, or a good quality leather 
lining, is equipped to resist these 
destructive These linings 
stay intact and cleaner for a much 
longer period. 

Fourth, a good lining can do much 
to reduce offensive foot odors—often 
due to inability of foot moisture to 
evaporate quickly enough, or of foot 
heat to cool off. The right lining 


sweat acids, 


forces. 
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can do much to minimize this prob- 
lem, much to the relief of the shoe 
wearer. 

Fifth, a good lining should have 
strength and durability, for it plays 
an important role in giving “body” 
to the shoe and in retaining the 
original shape of the shoe with 
wear. 

Sixth, the lining — especially in 
the visible areas—should contribute 
something to the shoe’s over-all styl- 


ing or eye-appeal. A shoe has an 


“inside story” as well as an outside 


one. 

Seventh, a good lining doesn’t de- 
velop wrinkles or creases or ridges 
that can cause serious or annoying 
skin irritations. This is especially 
important in children’s shoes. 


Merchandising the Lining 

We've seen that the shoe’s linings 
play many important roles—from 
the standpoint of comfort, hygiene, 
foot health, shoe performance, sty]- 
ing and appearance. All of these are 
of deep interest to the consumer. 
There’s only one problem: the great 
majority of consumers know noth- 
ing about the important role played 
by the lining—because no one ever 
told them. 

Here are suggestions on the mer- 
chandising of the lining. 

1) Hygiene. A very important 
“talking point” because the average 
American has a natural sensitivity 
to the subject of cleanliness. Cite 
that a good lining serves as a “sec- 
ond stocking” and hence is an added 
protective feature. A good lining 
resists accumulation of dirt, coun- 
ter-acts or prevents growth of bac- 
teria and mildew, which can _ be 
harmful to foot and shoe alike. By 
minimizing these impurities, offen- 
sive foot odors are also minimized. 
Thus, a_ good lining contributes 
much to a “clean” shoe and to foot 
hygiene. 

2. Wear. A good quality lining 
gives longer wear, resists rotting or 
deterioration. Holes or “breaks” 
have much less chance of developing 
in the lining, thus reducing chance 
of annoying skin irritations (an im- 
portant point in juvenile shoes). A 
good lining, during wear, won’t de- 
velop wrinkles and creases. And 
here’s a simple, dramatic illustra- 
tion you can use. Take a little cir- 
cular pocket mirror. Insert it into 
the shoe, the mirror glass facing up. 


This will immediately show a good 
area of the toe and vamp lining— 
how it lies smoothly against the up- 
per. This can be an effective little 
demonstration. 

3) Foot health. Heat and mois- 
ture make an ideal environment for 
the growth of bacteria or other 
fungi that cause athlete’s foot. 
Thus, a good lining that counter- 
acts such growths, is a real asset to 
foot health. 

4) Comfort. Moisture can be one 
of the worst enemies of the shoe and 
of foot comfort. A good lining evap- 
orates foot moisture quickly and ef- 
fectively. This means that the foot 
remains dry and cool in summer, dry 
and warm in winter. The result is 
a comfortable shoe, the kind the 
customer wants and expects. If the 
shoe has a foam rubber lining (sock 
or vamp or other), utilize this for 
its maximum merchandising value 
as a foot comfort feature. 

5) Longer shoe life. A good lin- 
ing protects the upper leather (or 
other upper materials) from mois- 
ture and impurities that result in 
cracking or other damage to the up- 
per materials. As a result, these 
shoes hold their new look longer, 
have a generally longer life. This 
means more shoe value for the cus- 
tomer. 

6) Shape retention. A good lin- 
ing does much to hold the original 
shape of the shoe with wear. It adds 
strength and stability and “body” to 
the shoe. 

7) Fashion. If the lining has a 
style factor (color, design, texture, 
ete.), play it up as a special feature 
of the shoe—a “plus” value. Don’t 
take it for granted that what’s seen 
is known. If it’s a talking point, 
then talk about it. 

8) Materials. As you’ve seen, va- 
rious materials are used for linings. 
Each of these materials has special 
features of its own. These should be 
cited. For example, it might be 
pointed up in regard to kid or lamb- 
skin linings, that these skins are 
imported (the word “imported” of- 
ten has an extra value in selling). If 
it’s a cloth lining, such as in the 
vamp, point up its special properties 
(some of the better ones are chemi- 
cally treated—so make a particular 
point of this). Whatever the mate- 
rial, there are one or two things 
that can be highlighted to add some- 
thing to its value in the customer’s 
mind. 
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Retail Trade 
(CONTINUED FROM PAGE 99) 

increase in bus fares went into effect 
in St. Louis about July 1. End result 
of this increase is currently being 
eyed with misgivings by shoe men. 
Although the extra fare will amount 
only to the price of a cup of coffee, 
shoe men feel that the increase acts 
as a psychological block to downtown 
shoppers. 

Footwear retailers in downtown 
locations say that their Monday 
through Friday business “keeps on 
an even keel”, but that their Satur- 
day sales often mean the difference 
between black and red ink for the 
week. With increased bus fare cut- 
ting into Saturday downtown shop- 
ping, shoe men are watching each 
week’s totals closer than ever. 

July selling is slow for all types 
of stores. In women’s dress 
shoes, clearances have taken care of 
many pairs, with inventories still 
uncomfortably high for some dealers. 
White dress shoes present no prob- 
lem, apparently since buyers held 
ordering in check. Many worrisome 
pairs of spring patterns are still 


shoe 


carried over, however. These are 
moving painfully slow, with some 
black patent closed pumps selling for 
travel. Tailored open toe pumps with 
modified tapered toe and not too thin 
heels continue to move well at clear- 
ance prices. Of nylon mesh with 
pearlized straw bandings, pumps of 
this type in black and beige as well 
as white are favored for trip com- 
fort and ease of cleaning. 

Tangerine as a color note has been 
promoted widely during the 
month, with Scruggs Vandervoort 
Barney using a street window of 
chemises, shoes and accessories in 
this cheerful coral. An open 
tangerine sling on high thin shaped 
wedge is given best seller rating by 
one shoe department. Favored also 
is a two-tone tangerine closed pump 
on 17/8 heel, with heel and tailored 
bow in a slightly darker tone of 
tangerine. 

Transitional displays at Stix, Baer 
& Fuller include aisle cases of black, 
medium brown, brown - and - black 
combinations, and navy, tying into 
the dark transitional cottons avail- 
able now in ready-to-wear. Several 
of the early fall pairs displayed 


past 


toe 


C h a i RS - Built for Comfort 


e Engineered for Durability 


e Designed for Shoe Stores 
e Priced to Sell! 


Write today to 


RAVENNA, 
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carry wheeled soles, extended soles, 
or contrasting mudguard stitching 
to give the extended sole effect. 
Straw flats have had a tremendous 
season in St. Louis stores. Bought 
by all ages of women from teenagers 
up, the flats have sold well both on 
4/8 heels and on 8/8 cork wedges. 
All feature colorful decorations, with 
straw confetti pompons favored. 
Many pairs of summer novelties, in- 
cluding thongs, remain to be sold. 
With schools on vacation purchase 
of the second pair of rubber soled 
playshoes is often made 
now instead of at the 


canvas 
downtown 
neighborhood outlet. 

Casuals and playshoes continue to 
be big sellers for all family type 
with occasional pairs of 
girls’ white convertible strap pumps 
and/or black calf moccasin 
loafers sold for Dad’s annual “Two 
Weeks with Pay” trip. 


stores, 


boys’ 


Brochin and his son, Mer- 
win, owners of Arnold’s Shoe 
Stores, have opened their third 
store in New Haven, Conn., at 855 
Chapel St. The younger Mr. 


Brochin is the manager. 


Leo 





Traffic Magnet 
DATE LINE: , PHOENIX, ARIZ.—A unique touch of “carnival humor” 


YOUR STORE, ANY TIME! | has helped Ernie Brewer, owner of Ernie Brewer’s Chil- 
——— © | dren’s Shoes here, to become the fourth largest retailer of 


| better priced children’s shoes in the state of Arizona. 


Things will happen in your store when you 
feature Bass Footwear-—increased sales 
and profits— more satisfied customers. 


Display nationally-advertised Bass Foot- 
wear in the store—feature Bass in your 
local promotions. 





... and here’s a profitable Fall promotion tie-in — 


DATE LINE: 
YOUR TOWN, ANY TIME The site was Brewer’s store in the Town and Country 
Village, a huge shopping center in northwestern Phoenix. 
Wherever things are “happening”, Here, in designing a colorful store which offers exclusively 
Bass is there with better priced top-quality children’s shoes, Brewer put 
superb comfort, fashion rightness, his imagination to work in attracting heeavy traffic. The 
ont SE ree store, which seats 24, is a “double-end” shop with an all 
glass front on either side of the building. projecting 
| down the center of a parking lot which will accommodate 
| several thousand automobiles. On the inner side, most 
used by customers, Brewer installed a quarter inch mirror 
of the type usually found in amusement parks and penny 
arcades which distorts any reflection both laterally and 
vertically. Here, flanking the entrance to the store, this 
unique mirror is a traffic magnet which stops hundreds of 
children daily and which has been responsible for bringing 
customers from every section of the city. 
Brewer searched high and low for a mirror of the type 
S053 —Orieideters of Wesiuns” through circuses, carnivals, etc., but was unable to find 
one. Eventually, he found a glass manufacturer who 
G. H. BASS & CO., 209 Main St., Wilton, Maine obligingly manufactured an S-shaped mirror for only 
; ; : $60, which Brewer considered one of the best investments 
this advertisement will appear in ia Ac a ol pitta ‘ 
ie had ever made. To protect it at night, a heavy door 
swings shut over the glass and is padlocked in place. 
ESQUIRE September sure protection against vandalism. 
NEW YORKER September 6 The store, carpeted from wall-to-wall in soft taupe. 
SPORTS ILLUSTRATED September 8 includes two seating areas made up of individual chairs, 
a provision for youthful customers which mothers usually 
featured shoes: appreciate since it separates youngsters effectively. Two 
stockrooms are built in the sales area in the form of 
6127 (Black) 6126 (Brown) Antiqued Weejun* Tie 


for men with grain tip and quarters; 
smooth vamp and backstays. 


| narrow enclosures, open at either end, which put enough 
forward stock right on the sales floor to eliminate the 
necessity of “walking off the floors” to find a specific size. 
2162 Brown Scotch grain seamless Blucher Oxford. Brewer actually leased a “space and half” in the exclusive 
shopping center to insure plenty of parking space. With 

Sales Come Naturally | the right front half of the adjoining shop closed in with 
When You Promote | wooden bins, he can stock 7.009 pairs of children’s shoes 


conveniently without resorting to the stockroom in his 
downtown store. 

Decorations throughout the shop include the use of 
| cholla cactus as display props in all the windows and on 
| the floor, blond hardwood paneling over the stockrooms 
| and much of the interior wall area, and the cashier's desk 

and wrapping stand in the center of the store. 


Originators of Weejuns* Although we know that people have worn shoes ever 
since they have been recording their history, no real 
attempt was ever made at machine manufacture until the 

G.H. BASS & CO., Dept. BS-7,Wilton, Maine, 614 Marbridge Bldg.,N.Y.C.1,N.Y. late 1700's. 
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Marshall Field Aide Reports: 


‘Stiletto Heel to Stay,’ 


European Trip Shows 


CHICAGO—“It looks like the 
stiletto heel is here to stay.” That’s 
the reaction of Frank Heep, man- 
ager of women’s shoes at Marshall 
Field & Company, after a seven- 
week buying trip in Europe. 

Mr. Heep bought shoes in Italy, 
France and England. In other fash- 
ion centers on the Continent, he pur- 
chased samples for reproduction 
here. 

“With the present styles of wom- 
en’s apparel,” he predicted, “the 
very pointed toes and the new 
pointed square toes will be the fash- 
ion leaders. The demi-heel is likely 
to replace the high spike heel of 
past seasons. There are many more 
mid-heel shoes in high and unusual 
styles in Europe than have been 
seen for some time.” 

While in Paris, Mr. Heep con- 
ferred with Yves St. Laurent, youth- 
ful designer of the House of Dior. 
According to the Chicagoan, both 
agreed that black will predominate 
for fall with soft browns, greens 
and some grays also accepted. Mr. 
Heep particular revival of 
green, which hasn’t had a good run 
for some 10 years. 

“specially interested in develop- 
ments in casual shoes in Italy, Mr. 
Heep found a number of unusual 
suedes in loafers and other types 
all extremely flexible, and practical- 
ly all completely closed up. 

Mr. Heep makes buying trips to 
“urope practically every year. 

On a buying journey three years 
ago, he observed the predominance 
of the pointed-toe shoe. He brought 
back many samples produced by 
Field’s regular resources. 

As a result, Field’s was one of the 
first U. S. volume retail shoe outlets 
to promote and sell pointed toes in 
quantity. 


sees 


Heads Chain’s Shoe Division 

NEW YORK—Edward F. Cuyler 
has been appointed general manager 
of the men’s shoe division of Bond 
Stores, Inc., men’s apparel chain 
with headquarters here. He _ suc- 
ceeds A. H. Billet, who resigned. 
Succeeding Mr. Cuyler as assistant 
general manager, his post for 17 
years, is Joseph Brown. 


July 15, 1958 


Shoe News 





Tucson Store Aims Sales Pitch at the Kids 


TUCSON, ARIZ. Operated and 
stocked exclusively for children, the 
Shoe Corral here has won marked 
success by aiming every effort from 
store decoration to advertising pro- 
motion directly toward the young 
customers themselves. 

Founded only two years ago by 
Sam Krigstein, formerly of Chicago 
and still president of the B and K 
Shoe Store there, the Shoe Corral 
has already expanded to a second 
Tucson location. Now John Phillips, 
former Milwaukee shoeman, is Wil- 
mot branch manager, while Jerry 
Leib, also from Chicago, is Speed- 
way branch manager and secretary. 
Mr. Krigstein is president of the 
corporation. 

These men the 


have carried out 


juvenile theme in interior decoration 
of both 
a pony express rider is hotly pur- 


stores. On the shop walls 


sued by Indians, and robbers are 
held at bay by a pint-sized sheriff. 

Spring horses are provided for 
youthful riders waiting their turn 
before the fitting stools, and chil- 
dren’s settees are covered in simu- 
lated cowhide. 

Credited with filling the settees 
with a steady flow of new customers 
is Shoe Corral’s children’s TV show, 
“Uncle Shoe and Aunt Corral’’—the 
firm’s only advertising medium since 
January 1. The show comes to chil- 
dren for two hours on Sunday when 
it has no competition from other 
kiddie shows. Reaching both the 
“before church” and the “after Sun- 
day school” crowds, it is seen from 
10 to 11 a.m. and from 12 
1 p.m. 


noon to 


To hold an audience ranging from 
tiny tots through teenagers, Avery 
Dixon, advertising agency executive, 
cast Herb Lahr, son of the famed 
Bert Lahr, as a clown appealing to 
the youngest set, and Shirley Sel- 
man, seasoned with New 
York stage and TV experience, as 
a straight-woman to appeal to the 
older group. 


actress 


Parent approval of the show is 
high. It gives lessons in table man- 
ners, safety and public responsibility 
as well as entertainment in the form 
of song and dance numbers by the 
actors and filmed cartoons. 








Before a background reproducing the in- 
terior of the Tucson, Ariz., Shoe Corral, 
television characters "Uncle Shoe and 
Aunt Corral" ad lib a commercial for 
the store, their sponsor. “Aunt Corral” 
is actress Shirley Selman; “Uncle Shoe" 
is Herb Lahr, son of comedian Bert. 
Their children's show is considered a big 
factor in the firm's success. 


individual 
Uncle 


Personal messages to 
children come through 
Shoe his “TV 


and offers congratulations for good 


when 
scans reverse-si-zor” 
behavior and reprimands for bad. 
To familiarize with 
the store in which they'll be shop 
ping, the TV show 


new friends 
is presented be- 
which are 
the 
Shoe 


fore special backdrops 


exact reproductions of exterior 
and of the 
Commercials are all ad-libbed by the 
Shoe 
prepared 


interior Corral. 


actors, for Corral’s — officials 


that a 
away 


feel script would 
take 
ful appeal. No prices are mentioned. 


the 


from the show’s youth- 


Stress is on quality, style and 
store’s reputation for fine fit. 
A standing rule of the store says, 
“If the fit, 
buy it.””’ And the spring horses get 
while the live up 
another store that 
Corral 


shoe doesn’t you can’t 


a workout fitters 
to still 
quick 
business! 

Birthdays have always 
large part in Shoe Corral’s 
The birth date of 
child customer is carefully recorded 


rule 
service is not Shoe 
played a 
promo- 
tion plans. each 
and remembered—with a card which 
promises a 10 per cent discount on 
the next This 
given a boost 
show, which urges viewers to 
|!CONTINUED ON PAGE 


feature j 
the TV 
write 
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purchase. 


further on 
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Ohio ‘Turtle Derby’ Promotion Boosts Keds Sales 15-20% 


CLEVELAND—Northern Ohio 
went “topsy turtle” over an all-out 
advertising campaign staged by 
U. S. Keds and Keds dealers 
last month. The unique promotion 
flooded the with 6000 turtles 
and boosted Keds sales in general 15 
to 20 per cent, according to partici- 


local 


area 


pating dealers. 

Climax of the 12-day promotion 
was a grand “Turtle Derby” held 
here. Contestants came from each 
of the 50 participating dealers. 

The winning turtle was owned by 
six-year-old Gary Pannabecker, who 
had received the pet from the shoe 
department at Hower’s Department 
Store in Akron, O. The prize was 
a seven-day vacation cruise for the 
boy and his mother. 

TV and newspaper coverage olf 
the final event as well as the entire 
program was given throughout the 
area. 

Some 50 local Keds dealers par- 
ticipated in the promotion, which 
offered a free turtle to everyone 
purchasing a pair of Keds during 
the promotion period. The U. S. 
Rubber sales promotion department 
made the estimate of 6000 turtles 
given out during the event, with an 


additional 800 given to spectators 





Name 


White Bucks Get Boone 


TV and motion picture singing star Pat 
Boone, right, has contracted to sponsor 
a line of white buck shoes made by the 
Royal Cadet Footwear Company, Lowell, 
Mass. He will wear the campus-styled 
Boone Bucks on his weekly television 
show and in his forthcoming movie, 
“Mardi Gras." Cementing the arrange- 
ment with a handshake is Arthur La- 
ganas, treasurer and sales manager of 
Royal Cadet. 


attending the grand derby. 

Dealers went all-out in promoting 
the event, using display windows to 
exhibit the turtles as well as interior 
banners and displays. 

A number of the stores held their 
own preliminary derbies in their 
parking lots. 

In addition all participating deal- 
ers received two spot announce- 
ments during the week on the “Big 
Wilson 6 O’Clock Adventure” televi- 
sion program. A total of 110 spot 
announcements was used. 

Representatives from U. S. Rub- 
ber, who supplied the dealers with 
their turtles, expressed considerable 
pleasure in the results of the promo- 
tion, and hinted it might be re- 
peated next year. Dealers on the 
whole were also enthusiastic about 
the idea. Most of them reported a 
definite sales increase for the period. 
All agreed this was especially good 
considering the prevalent economic 
conditions as well as the almost 
continuous rain that occurred dur- 
ing the promotion. 

One dealer said he thought the 
promotion did not last long enough. 
He would have preferred a_ two- 
week period, enabling him to take 
advantage of “the word-of-mouth 
advertising that is bound to follow 
the first week of such a promotion.” 

In general, however, all dealers 
agreed the most important factor 
was the goodwill the turtles created. 

Handling the Turtle Derby promo- 
tion Eugene O’Reilly, branch 
sales manager of the U. S. Rubber 
footwear division. 


was 


Brockton Shoe Store Moving. 
Will Become City’s Biggest 

BROCKTON, MASS. — Lanoue 
Brothers will become the largest shoe 
store in this city when the firm 
moves into its new home at 60-66 
Legion Parkway, sometime in Au- 
gust. The company will occupy the 
whole first floor. 

Clarence L. and L. Merrill Lanoue, 
owners of the store, have bought the 
building, which is across the street 
from their present site. Alterations 
will include the installation of a new 
front and a new rear entrance lead- 
ing to a 40-car customer parking lot. 


Teenager’s Choice for Teens 


For this design of a black pump with 
decorated tongue and aluminum heels, 
17-year-old Doris Reidenauer, a ‘58 
graduate of Reading (Pa.) Senior High 
School, won first prize in A. S. Beck 
Shoe Corporation's "Designer of Tomor- 
row" competition. This year's theme was 
“What style shoe do you think the 1959 
teenagers will wear?" Winner gets a 
full scholarship to Traphagen School of 
Design, New York, and a job in the 
Beck organization while she studies. 





Empire State Group Seeks 
More Retailers as Members 

SYRACUSE, N. Y.—The Empire 
State Footwear Association will 
seek to increase its retail member- 
ship between now and the time of 
its next shoe show and annual con- 
vention here, January 18-20. 

At present more than half of the 
250 members are manufacturers’ 
representatives, according to the 
president, John Quinlan, shoe buy- 
er for C. E. Chappell & Sons’ three 
stores here. He said an intensive 
drive is planned among the retail- 
ers. Chairman will be George Bow- 
ker, of Bowker’s Shoes, Cortland, 
Nias 

General chairman for the Janu- 
ary show, at Syracuse’s Hotel Onon- 
daga, will be Bruce Quimby of the 
Bates Shoe Company, with William 
Plummer of Chappell’s as co-chair- 
man. Edward Fox of the United 
States Rubber Company, a former 
association president, will handle 
registrations; Howard Peer of 
Eastwood’s, Rochester and Buffalo, 
program and directory, and Ken- 
neth Beach of the Johansen Com- 
pany, publicity and display. 

The committee will meet again 
in September to complete plans for 
the meeting and exhibit. 
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National Shoe Fair Emblem 
Offered Free to Exhibitors 
NEW YORK — Manufacturers 
who will exhibit at this year’s Silver 
Jubilee National Shoe Fair, October 
26 to 30 in Chicago, can get without 
cost a reproduction of the Shoe Fair 


symbol. It is in- 5 


tended for use 
on letterheads, 
invoices and NATIONAL 
mailing pieces. SHOE FAIR 

Space is pro- hiner 
vided under the OCT. 26-30 
emblem for im- 1958 
printing the ex- 
hibitor’s hotel Shoe Fair emblem 
and exact location. The emblems 
may be obtained by writing to the 
National Shoe Fair office, Palmer 
House, Chicago 90. 

The October showing will occupy 
more than 1300 hotel rooms in four 
Chicago hotels. A New York agency, 
425 Advertising Associates, Inc., has 
been named to develop an advertis- 
ing program, and Robert L. Bliss & 
Company, Inc., another New York 
firm, has again been appointed to 
handle public relations. 


Tucson Firm Sells to the Kids 
|CONTINUED FROM PAGE 123] 

to Uncle Shoe and Aunt Corral dur- 

ing their birthday week. 

Special promotions have included 
a “turtle derby” (in which children 
were given a free turtle with each 
pair of tennis-type shoes purchased, 
and the turtles were later raced for 
prizes), free ice cream cones, and a 
drawing contest in which free art 
lessons were the prize. All are in- 
troduced on the TV show. 

Shoe Corral managers, finding 
that Tucson is especially orthopedic 
shoe-conscious, have extended their 
careful fitting service to include 
this category. Now approximately 
25 per cent of sales comes in the cor- 
rective field. 

Because of the Western atmos- 
phere of the area, the store also does 
a large business in cowboy boots, 
squaw boots and mocs. 


Shoe Stores Join Credit Plan 
ST. PETERSBURG, FLA. 
Twelve shoe stores in this area are 
participating in a ‘“one-charge” plan 
inaugurated by the Florida National 
Bank. The bank issues a credit card 
good at all the stores and renders 

one statement. 
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Kinney Tulsa Store Expands 
TULSA, OKLA.—A _ $50,000 ex- 
pansion program of the Kinney Shoe 
Corporation’s downtown Tulsa store 
which will almost double present 
floor space was announced by L. H. 
Holt, district sales manager. 
“There won’t be any window dis- 
plays in the new store,” he said. 
“Instead we will have areas just in- 
side the front doors where samples of 
our 1000 styles can be seen and han- 
died by prospective customers.” Mr. 
Holt said sales personnel will not 





For " 





attempt to make sales while persons 
are “browsing” in the sample areas. 
Customers will be permitted to se- 
lect the shoes they want. 


Ward Adds Vulcanized Shoes 
CHICAGO — The Montgomery 
Ward mail order firm is offering, for 
the first time, waterproof leather 
shoes with vulcanized soles, in its 
1958-59 fall and winter catalog. 
The book went into the mails July 
1. The company said prices average 
2'5 per cent less than last year’s. 


One of a series featuring national advertisers who are Iselin clients 


Wellco Shoe Corporation, makers of slippers and play shoes, is one of the 


notable manufacturers of patented footwear who factor with William Iselin 


& Company, Inc. We are proud of our association with these successful 


companies. Iselin factoring has long been a basic tool of successful operation 


in many industries, whether used for financial, credit or consultative services. 
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our 150th year 


857 FOURTH AVENUE, NEW YORK 10 
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CASUALS BY 


Mf jo Crosse 


OF HOUSTON 


5 EAST 16TH STREET 


AUTOMATIC 


DecKs 
CORK CUSHION INSOLE 


Response to Ad ‘Terrific’: 


DISTRIBUTED 


Crowd Shatters a Window 

ERIE, PA.—A _ two-column_ by 
five-inch ad in the Erie News paid 
off handsomely for the Tots ’N 
Teens Shoe Store even though the 
heavy crowd shattered a large dis- 
play window. 

The store used the ad to launch 
an unusual clearance sale, built 
around the theme, “$1 a Foot—$2 a 
Pair.” The firm said it had house- 
cleaned its stockroom and found 
300 of $7.95-to-$10.95 teen- 
age sport shoes and flats by leading 
makers. 


pairs 


The shoes went on sale at $2 a 

pair as weekend specials. Elmo Mc- 
Carty, proprietor of Tots ’N Teens 
Shoe Store, said he was amazed at 
results: 
Bright and early, before the 
store opened, people were jamming 
our The consumer re- 
sponse was so terrific that our large 
display window was shattered.” 


doorway. 


Trips to Disneyland at Stake 
In Weather-Bird Competition 
ST. LOUIS 


fornia’s 


Three trips to Cali- 

Disneyland, with all ex- 
paid for two persons, and 
a $5000 Esther Williams swimming 
pool are the top prizes in Weather- 
Bird Shoes’ “Trip to Disneyland” 
contest beginning July 28. In addi- 
1000 

be 


penses 


tion, 500 coaster wagons and 
of roller will 
awarded. 


pairs skates 
The dealer whose name appears on 
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the winning entry will be notified 
and the prize will be sent to him to 
be awarded to the contest winner. 
All children under 13 are eligible to 
submit a nickname for the Inter- 
national Shoe Company’s 50-year- 
old Weather-Bird brand name. They 
may use postcards or the official en- 
try blank obtainable from Weather- 
Bird dealers. 

The company will promote the con- 
test on the Mickey Mouse television 
show during the fall and_ back-to- 
school selling period ending Septem- 
ber 26. 





An Appeal to Grass Cutters 


a 


A miniature power mower is used in this 
suggested retail window display from 
Hy-Test division, International Shoe 
Company, St. Louis, to dramatize the 
safety element of special power lawn 
mower shoes. Steel toe guard built into 
each of the four styles pictured (includ- 
ing a@ new ankle-high chukka boot) is 
shown between bottom shoe and potted 
plant. Each year careless operation of 
mechanical grass cutters causes thou- 
sands of foot injuries. 


Three Stores to Sell Shoes 
In Georgia Shopping Center 
WARNER ROBINS, GA.—Two 
new shoe stores and a department 
store with a large shoe department 
will occupy quarters in an 18-unit, 
$1.5 million shopping center which 
will open about September 1 at 
Warner Robins, Ga., near Macon. 
Senator Charlie Williams, a Hous- 
ton county legislator, developer and 
one of the owners of the center, 
listed the shoe stores Butler’s 
Shoe Store, part of a national chain, 
and Burton Shoe Company of Macon, 
which holds a franchise for Inter- 
national shoes. Occupying 22,000 
square feet of floor space, with a 
sizeable portion devoted to shoes, 
will be a Belk-Matthews Store. 


as 


NRMA Booklet Promotes 
Retailing Field as a Career 

NEW YORK—<An eight-page 
color booklet, designed to help re- 
tailers interest more young people in 
retailing as a career, has been de- 
veloped for the National Retail Mer- 
chants Association. 

The booklet, entitled ‘Get Ahead 
Faster—in Retailing,’’ uses the 
comic book approach to tell the story 
of a young man and woman who 
choose retailing for their careers. A 
copy of the booklet will be included 
in a promotional kit which an 
NRMA committee is sending to 
stores this month in preparation for 
“National Careers in Retailing 
Week,” October 12-18. 
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Mississippi Family Store Is Modeled for Fast Expansion 


Mississippi night . . 


GULFPORT, MISS remodel- 
ing a former bank in the center of 
the downtown Gulfport shopping dis- 
trict into a smart new family shoe 
store, W. C. Gryder, Sr., veteran 
Gulf Coast shoe retailer, has come 
up with one of the most versatile 
stores in southern shoe retailing. 

Gryder, who has three stores op- 
erating in Biloxi and Gulfport, cities 
seven miles apart, has planned the 
new store for “instant expansion” 
whenever necessary. There’s a novel 
twist in the architectural design. 

Making up the entire left wall, 
for a distance of approximately 40 
feet, are 20 sections of steel shelv- 
ing, fitted tightly together and filled 
with shoe cartons—so that at first 
glance it resembles a standard brick 
wall with 


apt oe cent mmc 


. and brightly lighted Gryder Shoe Store, 
on the site of an old bank in downtown Gulfport. 


shoe-stock shelving over 





its face. Actually, however, what ap- 
pears to be the wall is merely a bat- 
tery of steel shelving sections, the 
first of several which extend to the 
actual wall of the store, several feet 
behind. 

Consequently, if 
space is needed at any time, it will 
be a simple matter for the Gryder 
Shoe Store to remove the left wall 
entirely and duplicate its appearance 
on the next section of steel shelving, 
four feet further left. This will add 
over 400 square feet of space to the 
store interior with ease. 

Another unique touch which W. 
Gryder III, Mr. Gryder’s grandson 
and manager of the store, has de- 
veloped is the use of spring-out 
mirrors, 5 feet high by 2'% feet 
which close off the entryways 


additional floor 


wide, 


Wall-like shelving, seating for 40, and spring-out mirrors 
(for instance, upper right) are features of Gryder store. 


from the shoe fitting area into the 
stockroom. 

The mirrors 
When they 
with the 
“doors” between the 
the sales area. 

For a decorative touch, a 
space between the outer edge of the 
mirror and the jamb of the doorway 
in with gilt 
ropes, spaced an inch apart, 
thing like the 
the gay nineties. 

Seating 40, the 
vided into three 
for 


consume no. space. 
are swung back parallel 
they simply 


stockrooms and 


wall, are 


small 


is closed suspended 


some- 


portiere curtains of 


new store is di- 


compact, separate 


sections men’s, women’s and 


children’s. 
Results: Since the store opened, 
sales have been well 


says Mr. 


above 


expecta- 
tions, Gryder 
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California Center to Open 
With Three Shoe Retailers 
SAN FRANCISCO —Corte Ma- 
dera Center, the San Francisco Bay 
area’s newest shopping center, will 
have three shoe stores among its 27 
tenants. The stores, GallenKamps, 
Kirby’s and Kramar’s, will join in 
the opening of the new facility July 
17 in Corte Madera, Marin County, 
Calif. 
GallenKamp’s, 
operation, 
square feet of space in the 
multi-million dollar center. Kirby’s, 
a family shoe chain known through- 
out the West, will 3125 
square feet. Kramar’s, owned and 
operated by Harry Kramar, a vet- 


shoe 
3750 


well-known 


chain has leased 


store 


occupy 


eran of 25 shoe store 
manager, will feature nationally ad- 
vertised brands, with 


space of 2500 square feet. 


years as a 


shoe store 


New Bloomfield, N. J., Store 
NEW YORK—National Shoes, 
Inc., veteran of more than 20 years 
in Bloomfield, N. J., has moved its 
store there to large, more modern 
quarters at 31 Broad St. The new 


store is air-conditioned and free 


parking is available in an adjoining 
area. Martin Rosenbloom, store 
manager, has been with the chain 
over 10 years. 


Detroit Store Incorporates 
And Adds a Second Unit 


DETROIT — Model Shoe Store, 
one of the oldest neighborhood shoe 
storés in Detroit, is making a two- 
way expansion. 

The opening of a second store 
in the north end at 11621 Dexter 
Ave., catering to a family-type cli- 
entele, marks the first time the 
store has added a second unit. 

At the same time, the company 
is incorporating as Model Shoe 
Stores, Inc., with a Michigan char- 
ter and capitalization of $50,000. 
Oscar Moss is president and Theo- 
dore Nemzin, who joined the firm 
about three years ago as a partner, 
is treasurer. 

Mr. Moss grew up in the business, 
becoming a partner with his father, 
Harry Moskowitz, who is now re- 
tired, in 1943. The store has been 
in the north end neighborhood for 
about 45 years, and in the present 
1009 Westminster Ave. 
for about 30 years. 


location at 





HORWEEN 


realm of unexcelled quality and beauty . . 


Out of the commonplace among leathers into the 


. THAT'S 


"“HORWEEN CORDOVAN”. Specified by leading 


manufacturers and retailers for soft “feel” and long wearing 


specify HORWEEN and be SURE. 


comiort 


Horween side leathers enjoy an outstanding 


reputation tor dependability too. 


HORWEEN LEATHER CO. 
2015 ELSTON AVENUE + CHICAGO 14, ILLINOIS 


NEW YORK 38: Hf ANN | 
BOSTON 1! 


KAYE & BARNES, INC., 93 TH STREET 


128 


6 FERRY STREET 


Children’s Shoe Firm Opens 
3d Syracuse Unit in Center 

SYRACUSE, N. Y. Dwyer’s 
Junior Shoes has opened its third 
Syracuse unit in the Westvale 
Shopping Center, next to a large 
supermarket. The store is the sec- 
ond opened locally by Theodore W. 
Dwyer, company president, in a 
busy shopping center. The firm 
also has stores in Binghamton, En- 
dicott and Schenectady. 

Dwyer’s Westvale store, with ap- 
proximately a 20-foot frontage and 
80-foot depth, contains 26 chairs 
and stocks 5000 pairs of children’s 
shoes. Bermuda pink and sea green 
walls contrast with turquoise trim 
and blond fixtures. 


e Financial 
Sales Up but Income 


Down at U. S. Shoe 


CINCINNATI, O. — The United 
States Shoe Corporation and its sub- 
sidiaries reported increased sales but 
slightly reduced profits for the six 
months ended May 31, in comparison 
with the year before. 

Joseph Stern, chairman, and A. 
B. Cohen, president, said the Selby 
Arch Preserver line, acquired last 
year, has expanded at “a 
considerable expense,” reflecting on 
profits. 

In addition, the company said the 
transition of women’s styles to the 
chemise line has had an important 
effect on women’s shoes, requiring 
“unusual expenditures.” New lasts, 
dies and patterns were involved. 

Net sales for the six-month period 
were $23,242,784, as compared with 
$22,024,282 for the corresponding 
1957 period. Meanwhile, net income 
totalled $1,231,772, or $1.10 a share, 
in comparison with $1,315,562, or 
$1.17 per share, in ’57. 

The regular quarterly dividend of 
30 cents per share was declared pay- 
able July 14 to shareholders of rec- 
ord June 27. 


been 


Company officials said advance 
sales of each division for fall insure 
steady production in all 10 of U.S. 
Shoe’s manufacturing plants through 
September. Sales of Red 
Selby Arch Preserver and 
shoes in the six months covered by 
the report were up to expectation, 


they added. 


Cross, 


Joyce 
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FURST in the NATION with 
PARAKEET......., 


We are proud to be first with Para- 
keet genuine sheepskin moccasins. 
Backs of skins dyed in attractive 
pastel shades. 

26 sheepskin moccasins included in 
over 150 Moc styles available for 
same-day delivery. 


WRITE TODAY FOR ILLUSTRATED CATALOG 
UODDY 

9: Moccasins 

Yi. © 

«2 SPIEGEL-STANLEY CO. 


BAYSIDE PARK—PORTLAND, MAINE 





(Imported from Europe 


UNUSUAL 


SHOE 
HORNS 


Handsome, masculine 
shoe horns, imported di- 
rect from the style cen- 
ters of Italy and Eng- 
land. Treasured “‘conver- 
sation pieces” that add 
just that right touch to 
any gentleman’s ward- 
robe. Liberal dealer 
mark-up. 


Prompt Shipments Guar- 
anteed. Most Complete 
Stock of Shoe Horns in 
America. 


Write Today For Iilustrated 
Literature and Price List. 


WARNER 
IMPORTS 


“The Shoe Horn King” 
4015 W. Magnolia Blvd. 








Jobber Inquiries Invited 


Burbank, a 
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© Obituaries 


Clarence W. Schaaf Dies; 
46 Years with Florsheim Co. 

CHICAGO—Clarence W. Schaaf, 
67, retired vice-president and trea- 
surer of the Florsheim Shoe Com- 
pany, died here last month. 

Mr. Schaaf, who started as a 
shipping clerk, served 46 years with 
the company before retiring last 
July. He lived in the Blackstone 
Hotel here. Surviving are two sons, 
Charles, Florsheim’s Chicago area 
representative in its men’s division, 
and Richard, Pacific Coast represen 
tative in the Florsheim women’s 
division. 


George W. Conner 

COLUMBUS, O.—George W. Con- 
ner, 69, an associate of the Wolfe 
Wear-U-Well Corporation, shoe firm, 
here for 51 years and credit man- 
ager for several years, died June 15. 
Surviving are his wife, Irma; a 
daughter, Mrs. Mary Helgersen; two 
grandchildren and a brother, Gray 
Hussey. 


Israel A. Paritz 

CINCINNATI, O.—Israel A. Par- 
itz, 68, advertising manager foi 
Dan Cohen Shoe Company here for 
47 vears, died recently. He had re- 
tired three months ago. Surviving 
are two sons, Howard and William; 
two brothers, three sisters and four 
grandchildren. 


Mrs. Ruth Gibson 

MEMPHIS, TENN. — Mrs. Ruth 
Gibson, 53, children’s shoe buyer for 
Bry’s Department Store, died June 
22: 

In her more than 20 years with the 
children’s department, Mrs. Gibson 
had formed friendships throughout 
the Mid-South. 


Mrs. Fannie E, Lorber 

DEN VER—Mrs. 
ber, widow of the 
Shoe 
Denver store, died last month after 
« short 
N. Lorber, opened the shop in 1901. 
He died in 1954. Her Arthur 
B., heads the firm today. 


Fannie E. Lor- 
founder of the 
Company, 


Lorber downtown 


illness. Her husband, Jacob 


Son, 


Survivors, in addition to Arthur, 
include another son, Dr. Milton B. 
Lorber; a sister, two brothers and 
two grandchildren. 


--- your profits 
CLIMB with 


GODING 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
...a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 

That's why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





No Recession in England, 
Visiting Manufacturer Finds 

WAKEFIELD, MASS.—After a 
business trip to England and Scot- 
land, Harvey B. Evans, president of 
L. B. Evans’ Son Company, shoe 
manufacturer, has reported he 
found the Italian influence in men’s 
shoes prevalent everywhere. 

But, fortunately for those coun- 
tries, the same prevalence was not 
true of the economic 
Business conditions in England and 
Scotland are good, Mr. Evans said. 
He heard no talk of recession. 


recession. 


From his observations of dress 
shoes abroad, Mr. Evans said black 
is the predominant color in close 
trimmed and there is an 
equally broad acceptance of conven- 
tional stitch-and-turns, 
trimmed. 

In both England and Scotland, 
Mr. Evans noted a much wider dis- 
tinction between dress and casual 
shoes than in the United States. In 
the type, he saw a strong 
trend toward square toes in heavier, 
These shoes carry 

plantation crepe 


styles 


also close 


latter 


shaggy leathers. 
thick 


soles. 


rubber or 


e What's New 
Backs of Sheepskins Dyed 
To Make Moccasin Slipper 

PORTLAND, ME.—A_ moccasin 
slipper made from Parakeet genuine 
sheepskin has joined the Quoddy 
Moccasins line of the Spiegel-Stan- 
ley Company here. 

Parakeet, a white coat clip shear- 
ling with a dyed back, is a product 
of the A. C. Lawrence Leather Com- 
pany, Peabody, Mass. The dyed 
back, an innovation in moccasin slip- 
pers, allows a soft slipper to be made 
without the expense of leather and 
workmanship to back the sheepskin, 
the Portland firm said. 

The backs of the skins are dyed 
in pastel shades. 


Parakeet moccasin slipper 











The Hollywood Scuff 
That's Sweeping the Country! 


For the new, the different, the 
exciting, the promotable, in 
Sandals, Casuals, Scuffs, look 


50M _ Men's Scuff 


50 L Ladies’ Scuff 


Sensation 


MOC-ABOUTS, 


Tan, Black, Wine 
Full Sizes 6-12 


WITH 
TOP RETAILERS 


AND 


Tan, Black, Red 
Full Sizes 4-9 


LION SANDALS ine. 


400 EAST 111th STREET, NEW YORK 29, N. Y. 


Intended for a man's fireside comfort is 

this cuffed, low-cut slipper sock in a 

jacquard sweater knit—a bulky Shaker 

knit—with glove leather side wall. By 
Ripon Funtime Footwear. 





Trimfit Hosiery Fall Catalog 

NEW YORK—New designs and a 
variety of lengths highlight Trimfit 
Hosiery’s fall ’58 line, according to 
a catalog just published. There is 
a wide range of styles and models 
for the family. 

Trimfit is presenting a line of spe- 
cially packaged Shirley Temple socks 
and full fashioned tights in mother 
and-daughter sizes. Another feature 
is an assortment of three-dimen- 
sional, animated slipper socks for 
children. 


MOC-ABOUTS 


men’s & boys’ casuals 


as advertised next month in Esquire 
In Stock 
Nationally Advertised 
Volume Styled Volume Priced 
about $10.95 
other styles $5.95 — $8.95 


write, wire, or call now for 
complete story! 





NASHUA FOOTWEAR CORP., 
250 CANAL ST., LAWRENCE, MASS. 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


cancellation 


shoe stores, drive-ins and 
shoe promotion buyers 


Our prices on fine shoes, 


bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 











438-1 West State 


D&K COMPANY, 


The 
DISPOSABLE 
try-on socks 


INC. 


makers are in line with our 


nationwide reputation 


Quality Shoes Since ‘32 
M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Louis 3, Mo. 
Sample Rooms: Los Angeles * New York 


for those EXT 


CONVERSE RUBBER COMPANY 
MALDEN 48, MASSACHUSETTS F 








Ithaca, N. Y. 





Lone Star Manufactures Guaranteed Waterproof Boot 


TERRELL, TEX.—A 100 per cent- 
guaranteed waterproof boot, the Sta 
Dri Sportsman boot, has been intro- 
duced in two styles by the Lone Star 
Boot Company, division of the 
tanger Boot and Shoe Manufactur- 
ing Company, Inc. 

Using a Sylflex-treated top grade 
leather for the upper, the manufac- 
turer has added a vulcanized sole. All 
the seams are closed on the inside 
with a sealing compound, and the 
cowhide lining is also sealed. A bel- 
lows tongue protects the foot still 
further from the possibility of 
leakage. 

At present the soles are of two 
kinds: rubber, 80 per cent of which 
is pure rubber, and a cork compound. 

After an underwater test of 38,000 





Heel Cushions in Display Box 

CHICAGO—The Scholl Manufac- 
turing Company, Inc., announced it 
is offering retailers an assortment 
ef two dozen Dr. Scholl’s Vi-Foam 
heel cushions in men’s and women’s 
sizes and in eight colors, in a mer- 
chandising counter display box 9°% 
inches wide and 5%4 deep. 
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flexings, the boots were still com- 
pletely dry, the manufacturer said. 

The boots are being made in two 
styles, an eight-inch Wellington and 
a ten-inch laced type. Designed for 
hunting, fishing or work, they are 
available in sizes 6 to 12 and widths 
C, D and E. The laced boot will re- 
tail at about $19.95, the Wellington 
at $17.95. 





Black Golf Shoe from Bass 


Newest addition to G. H. Bass & Com- 
pany (Wilton, Me.) golf shoe line is this 
all-black "Saddle" style for men, de- 
signed with a Kiltie tongue. Overlay 
and backstay are of black smooth grain 
leather, vamps and quarters of black 
grain leather. The shoe is full leather- 
lined with waterproofed double leather 
soles and leather heels, removable 
spikes. About $18.95 retail. 


), FOOTWEAR 

are: 2 oor cman rarer 
Dozen Pairs of Shoes Urged 
For College Coed Wardrobe 


CHICAGO—An 
dozen pairs of shoes in the average 


average of a 


college coed’s wardrobe is recom- 
mended in a checklist prepared by 
Carson Pirie Scott & Company here. 

For nearly every area of the U.5S., 
at least one pair each of sneakers, 
and 
Classed as casuals, they head prac- 
tically every list. The list 
calls for four pairs of shoes with 


loafers, saddles is included 


also 


heels, including one pair of san 
dals. 

The number of pairs of flats va- 
ries. For the western campus the 
requirement is two of Capezios of 
flat 


and skimmers for an eastern cam- 


any color. It’s two pairs of 
pus, three pairs of Capezios in the 
South, two of flats in the Midwest 
Each least 
pair of bedroom slippers. 


area includes at one 


A pair of rain boots and a pair 
of stadium boots are listed for the 
Midwest; the 
South; one to two pairs of weather 
both 


campuses, 


just rain boots for 


boots for snow and rain on 


eastern and a pair of 
either rain or stadium boots in the 


West. 





e About Shoe People 


Maxwell E. Duckoff, general man- 
ager of the Louis H. Salvage Shoe 
Company at Manchester, N. H., was 
awarded an honorary doctor of 
laws degree at the St. Anselm Col- 
lege commencement. He is a trus- 
tee of the institution. 


Sylvie Hamilton, well known for 
her fashion, style and coordination 
work for shoe manufacturers and 
Pigmillion tanners, was wed July 
2 to Thomas Gallagher. He is pres- 
ident of Cellini Shoes, Inc., of Phil- 
adelphia. The ceremony was in the 
New York apartment of the Lou 
Asterblooms. 


Dino Sonnino, president of Ber- 
nardo Sandals, Inc., New York, and 
his family two-month 
and trip to 
Europe. He’ll cover shoe style cen- 
ters in Florence, Milan, Rome, 
France and Spain, and go mountain 
climbing in the Swiss Alps. 


are ona 


business pleasure 


Frances G. Guilford, long active 
in advertising and for many years 
the operator of the former Guilford 


Advertising Agency, New York, 
which served several shoe ac- 
counts, is leaving the field. She 
plans to enter Government service. 


Allen V. Holbrook, president and 
treasurer of The Stetson Shop, 
Cleveland shoe store now starting 
its 51st year, and Manning Smith, 
secretary, are sons of the firm’s 
founders. Lewis Campbell, who has 
been with the shop 42 years, pre- 
sides over a nationally recognized 
shoe shine stand. 


Robert H. Weaver, shoe products 
manufacturers’ representative at 
Milwaukee for the Goodyear Tire & 
Rubber Company, has been honored 
for completing 30 years’ service 
with the firm. Frank Evans, gen- 
eral manager of Goodyear’s shoe 
products division, presented Mr. 
Weaver with a lapel pin at Akron. 
O. 


George Nemetz, chief leather 
buyer for the Albert H. Weinbren- 
ner Company, Milwaukee — shoe 
manufacturer, has completed 50 


You can Sell More Pairs uppered with 


ete vs var oFF 


because White Shoe Care 
is EASY with | 


WHITE suor utarurn 


Ceat 


Free Kleenette 
Folders and 
Merchandising Tags 
for Kleenette 
Uppered Shoes . . . 


Write for Samples 
A.H. Ross & Sons Co. 


Chicago 22, IIlinows 


Sef KLEENETTE AT BOOTH 24 @ FALL LEATHER SHOW 


years with the company. Starting 
in 1908 as an upper leather cutter, 
he worked his way up to superin- 
tendent of the sole cutting plant 
and later buyer. 


Phil Miller, marketing manager 
for the women’s division of Inter- 
national Shoe Company, has been 
awarded honorary membership by 
the Mountain States Shoe Travelers 
Association. Robert E. Schuster, 
executive secretary of the associa- 
tion, made the presentation during 
last month’s Denver showing. 


John Pounds, Tom Walsh and 
Max Schwartz, salesmen for the 
Trimfoot Company, Farmington, 
Mo., manufacturer, are back from 
a cruise to Nassau—their prize for 
winning a Trimfoot sales contest. 
They were chosen on the basis of 
the largest percentage increase in 
pairage sales during the contest 
period over the same period a year 
ago. 


William Bright has returned to 
Muskegon, Mich., after eight years’ 
absence to resume his former post 
as manager of Barker’s Shoe Store. 
During his years away, he served 
in the Korean War and managed 
shoe stores in Waterloo and Cedar 
Rapids, Ia., and Kenosha, Wis. 


H. S. Miller, president of the 
Southern Shoe Company, Inc., of 
Birmingham, Ala., and a_ well 
known southern retailer, is visiting 
Israel and 12 European countries 
together with Mrs. Miller. While 
abroad he will make a style study 
of shoes. Some of his manufactur- 
ing resources have asked him to 
bring back any styles or samples 
that might prove interesting for 
spring’s fashion lines. 


Tenn., 
was 


Jack Vincent, Martin, 
shoe manufacturer, who 
elected mayor of that community 
three months ago to fill an unex- 
pired term, has been re-elected to a 
four-year term. 


J. Robert Hill, Jr., has become 
acting manager of Sanger’s three 
basement shoe departments in Dal- 
las, Tex. 


Edwin N. Covin has returned to 
Battlestein’s in Houston, Tex., as 
buyer and manager for the store’s 
children’s shoe department, follow- 
ing an absence of one year. 
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Two Resign at Safety First; 
Negotiations for Sale Failed 

HOLLISTON, MASS. — Richard 
H. Krause, president, and Richard 
M. Jones, vice-president, have an- 
nounced their resignations from the 
Safety First Shoe Company of Hol- 
liston. The company produces men’s 
safety toe work shoes and recently 
became the first U. S. firm to enter 
into production of vulcanized work 
boots on a commercial scale. 

Mr Krause had taken over di- 
rection of the company about 14 
months ago with an option to pur- 
chase the firm from the estate of 
Arthur A. Williams. Recently ne- 
gotiations were begun to transfer 
the ownership. But “after several 
tries,” said Mr. Krause, “we couldn’t 
reach an agreement on price, so 
the deal has been called off.” 

Before joining the Holliston com- 
pany, Mr. Krause had been vice- 
president of the Wolverine Shoe & 
Tanning Company. Mr. Jones had 
headed his own firm, specializing 
as a consultant on sales and mer- 
chandising problems. He has now 
re-entered that business. 


Salesmen + Suppliers 





N. 


Y. Wholesalers Discuss Show’s Results 


Retailer attendance at the New York Shoe Wholesalers’ Open House and Market 
Week started fast June 29, held up well next day, then tapered off in final two 
days. Businessmen in the Duane-Reade-Church Sts. and West Broadway area hold 
the event twice a year. Comparing notes are leaders of the group. From left: 
Edward Lipkowitz, president of Powell & Campbell, Inc., show chairman; Lewis 
Handel, president of H.S.K. Footwear Corporation, association secretary; Joseph 
Goldstein, president of Goodwear Shoe Corporation, treasurer; J. M. Brandvein, 
president of Em-Jay Originals, Inc., president; Julius Danenberg, president of N. Y. 
Shoe Trading Corporation, vice-president, and S. J. Friedman, president of Mutual 
Shoe Company, vice-president. 





Focus on Ornaments Likely 


NEW YORK—A stronger 
on ornaments and bows will show up 
in women’s shoes for spring 759. 

That’s the conclusion of Jack 
Kowal, chairman of the Shoe Orna- 
ments Committee of the Allied Shoe 
Products Show, which opens August 
3 for four days at New York’s 
Trade Show Building. Mr. Kowai 
heads Bowcraft Trimming Com- 
pany, New York. 

The committee is 
which have been making studies of 
style trends. 

Said Mr. Kowal, “Bows and orna- 
ments will be more incorporated in 
the pattern of the shoe. Only the 
larger draped and pleated bows will 
carried independently the 
pump.” 

The committee head added, “Off- 
sided treatments of buttons and 
trims are due for another good sea- 
son. Buttons and braids will come 
into much more prominence in the 
new spring lines. and 
pleated effects for the upper part of 
the toe, to give a ‘chemise look,’ will 
be prominently featured.” 

According to the report, 
in women’s apparel styles 


focus 


one of several 


be on 


Beaded 


major 
changes 


July 15, 1958 


in Women’s Spring Shoes 


have strongly influenced develop- 
ments in shoe silhouettes and orna- 
ment treatments. 

“Shoes will be 
important 
whole ensemble — and 
treatments will further 
this accessory focal point.” 

Some 50 shoe ornament firms ex- 
hibiting at the Allied Show will dis- 
play over 1000 ornament and bow 
ideas in their spring lines. 


the 
in the 
ornament 


featured 


accessory 


as 


most 


accentuate 


Red Wing Shoe Co. Builds 
Dallas Warehouse, Offices 
DALLAS 
started on a new warehouse and of- 
fice building in the Brook Hollow 
industrial district here for the Red 
Wing Shoe Company, which is ex- 
panding its Southwest headquarters. 
The company 
distributes safety 
for use in industry and the oil fields. 
Home and 
plant is in Red Wing, Minn. 
The building 
10,000 feet of 
Construction is expected to be com- 


~Construction has 


manufactures and 


shoes and boots 


office manufacturing 


new will contain 


square floor space. 


pleted about September 1. 


Most Shoe Supply Makers 
Plan ‘No Change’ in Prices 
NEW YORK 
plies will stay virtually unchanged 
in the next six months. A survey of 
200 firms in that field by officials of 
the coming Allied Shoe Products 
Show found 96 per cent planning no 


Prices of shoe sup- 


change at all. 

Explained David G. Serling, show 
chairman, “It that 
have been sandwiched between some 


appears prices 
downward pressures from the recent 
recession, and a paradoxical rise in 
during this The 
prices, he “should 


costs period.” 


steady added, 
serve as a strongly beneficial force 
in stabilizing cost-price planning fo 
the shoe industry over the next half 
year.” 

The firms surveyed make such ar- 
ticles as shoe ornaments, lasts, soles, 
Only 2% 
were coming to the 
New York’s 


with lowered 


linings and the like. per 
cent said they 
3-6 
Show 
The 


August show in 


Trade Building 


prices, drops average 7 per 


cent. 
One and a half per cent said their 


prices would be higher, with th 


boosts averaging 5 per cent. 
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Amalgamated Consultant Sees Spring Emphasis on Color 


ST. LOUIS—Open shanks, d’Orsay 
lines, printed silk trims on suede... 
these are fashions on their way up 
for spring, according to Ruth Kerr 
Fries. But the big news is the em- 
phasis on color, said the Amalga- 
mated Kid Company fashion consul- 
tant when she came to town to show 
that firm’s spring ’59 line. 

High colors, particularly in suedes 
and brushed suedes, will have strong 
appeal for early spring and resort 
selling, Mrs. Fries predicted. These 
sueded materials can stand alone or 
be used in combination with satin, 
printed silk or smooth kid, she said. 
Treatments featuring tone-on-tone 
or ombred effects will be important. 

In Amalgamated’s Ruffini collec- 
tion of brushed or “satin” suedes, a 
full color range is exploited—from 
bright green and blue to basic black 
and vicuna. In the regular suede line, 
there are four high-fashion colors: 
a bright blue, Grasshopper Green, 
Orange Nectar and Scarlet. 
Amalgamated 
a series of Tropical colors 


offers 
Citron 
vellow, Orange Peel and Grasshopper 
Green. Other new offerings include 
two related pinks, Aurora and Or- 
chid Pink; Morningstar, a blue with 
a slight turquoise cast, and a promo- 


In smooths, 





N. Y. Economist to Address 
NSMA Breakfast Meeting 

NEW YORK 
omist will discuss business prospects 
for this fall and next year, at the 
National Shoe Manufacturers As- 
sociation’s “Early Birds” Breakfast 
Meeting, Tuesday, August 5. 

The meeting, preceding the 
Leather Show, will start at 8:15 a.m. 
in the Waldorf-Astoria. Dr. Marcus 
Nadler, professor of finance at New 
York University, author and research 
specialist, will be the speaker. 

Among the questions he will con- 
sider, the NSMA said, are: Will gov- 
ernment spending increase fast 
enough to offset the decline in pri- 
investment? What are the 
chances of maintaining reasonably 
full employment and a stable dollar? 
Is long-run inflation inevitable or 
not? 

The NSMA said members of the 
shoe and leather trade may attend. 


A well known econ- 


vate 
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tional periwinkle. 

Neutrals range from the pale 
(Oyster, White Clay and Vanilla) to 
the deeper tones with a green cast 
(Green Turtle and Green Tea). One 
of the pale neutrals was sparked by 
Citron and combined with one of the 
greens. 


N. Y. Tanner Presents New 
Colors for Spring, Summer 

NEW YORK—New colors intro- 
duced by Fleming-Joffe, Ltd., for 
southern resort and cruise and for 
next spring and summer, will be 
made in aniline kidskin, calf, lizards 
and snakeskins. First colors in the 
new line consist of Azalea, a coral 
shade; Teal; Shocking; Saffron; 
Platinum, an off-white, and Ab- 
sinthe, yellowed green. 
New in leathers is Flowering 
Suede, embossed in a striking floral 
design. The first colors to be shown 
in this leather are a light but not 
pale blue; two both dark 
put one with more red in it; a beige; 
Ashes of Roses, a pale, grayed tone 
with a slight rosy tinge; pink, and a 
golden yellow. Punched - through 
leathers and pearlized skins will be 
in the spring and summer line. 


browns, 


Vecchio,” a rich, smooth 
tannage, formerly imported, is now 
being made here and is going into 
unlined handbags and unlined men’s 


“Cuoio 


shoes. 


264 at Hartland Tanning Co. 
Divide $42,000 in Profits 

HARTLAND, ME.—Two hundred 
and sixty-four eligible employees 
of the Hartland Tanning Company 
here have received a total of more 
than $42,000 as the second install- 
ment of that company’s 1957 profit- 
sharing program. 

Max Kirstein, president of the 
Irving Tanning Company of Boston, 
of which Hartland is a subsidiary, 
said the average worker’s share of 
i957 profits is 40 per cent larger 
than in 1956. 

The profit-sharing plan, which 
went into effect in December, 1954, 
provides that employees shall receive 
50 per cent of the total gross profit 
before taxes. 


Italian-Type Leather 
Tops Eisendrath Line 


ST. LOUIS—A new Italian-type 
leather with a dull, waxed finish is 
a top feature in the spring line from 
B. D. Eisendrath Tanning Company, 
Racine, Wis. Called Firenze, it is 
described by the firm’s fashion con- 
sultant, Ruth Kerr Fries, as ‘“some- 
thing like old tooling leather.” 

Offered in a wide range of offbeat 
colors, the Firenze collection includes 
Cardinal, a clear, bright red; Adri- 
atic Blue; Tiger yellow; Verdi 
green; Bruno, a spring brown; Mis- 
tral Grey, Aquavite and Sauterne. 

In shrunken grains, Ejisendrath 
also has introduced Nimbus, a finer 
grain than the already established 
Chinchillan. An embossed grain fin- 
ish in basic comprises the 
Ariel series. 

While introducing the Eisendrath 
collection to the St. Louis market, 
Mrs. Fries told factory stylists that 
blue is the most important color 
family in ready-to-wear for spring. 
The hues that comprise this family 
call for blue footwear with a genuine 
navy look. Certain materials also in- 
dicate a revival of periwinkle blue, 
and to tie in, Eisendrath is intro- 
ducing three closely related leather 
colors for tone-on-tone or ombred 
effects: Wisteria, Periwinkle and 
Wild Rose. 

With the yellow to melon tones 
strongly influencing fabrics, Mrs. 
Fries foresees their coordination 
with the yellowed beiges and the cool 
browns—browns without red and 
with very little yellow. Balenciaga 
brown and Golden Haze are impor- 
tant, she said, while in a more neu- 
tral vein there is Sandalwood, Tum- 
bleweed and in the palest extreme, 
Milkweed. 

Green is the third color family 
for spring, according to Mrs. Fries, 
with the willow greens tops in ap- 
parel. To accent and to complement, 
Eisendrath offers Dragon in the 
bright category, Clinging Vein for 
the soft look. 


colors 


Pappagallo in British Market 

BRISTOL, ENGLAND — Pappa- 
gallo, Inc., of New York, has ar- 
ranged with Derham Brothers, Ltd., 
of Bristol for the manufacture by 
Derham of a limited range of Pappa- 
gallo shoes in Great Britain. 
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New England Firm Markets Lambskin Lining Leathers 


BOSTON — Four new lines of 
lambskin lining leathers, products of 
improved methods of tanning and 
finishing, are being introduced to 
the shoe and slipper industries by 
Winslow Bros. & Smith. Three of 
them are being made in the com- 
pany’s modern new tannery in Bell- 
ingham, Mass., and the fourth in 
Pittsfield, N. H. These new leathers 
will be marketed under _ newly 
adopted trade names. 

As described by James H. Stan- 
nard, III, president, each of these 
new leathers has been created to 
meet a special need. “Patina,” he 
says, is a choice tannage of selected 
skins developed to produce a 
perior quarter and soft vamp lining. 
“Inca” is tanned by the chrome proc- 
ess to produce a lining best suited 
to the needs of volume shoe manu- 
facturers. 

“Blanca” is a quality white leather 
made in all weights and _ finishes, 
which can be used both as a lining 
in adult shoes and as an upper stock 
in babies’ footwear. “‘Dongola,’’ made 
in Pittsfield, is said to be ideal for 
playshoes and slippers. It is avail- 


su- 


YOUNG BENDERS 


FOR BOYS—BIG BOYS—YOUNG MEN! 


Style 220 White Buck, Red Sole 


able in a wide range of colors and 
weights. 

The company is consolidating ex- 
ecutive and sales offices this month 
at 97 South St., Boston. 


Chemical Firm Would Amend 
Statement on Cold Cracks 


BOSTON—In a letter to the Na- 
tional Shoe Manufacturers Associ- 
ation in New York, a chemical firm 
has called attention to what it con- 
siders an omission in a_ recent 
NSMA bulletin about “Cold Cracks 
on Patent Leather Shoes.” 

The letter, signed by Burton 
Zuckernik, vice-president of Paule 
Chemical Corporation, Charles- 
town, Mass., maker of shoe finishes, 
was released to the trade press. It 
says in part: 

“Your article fails to point out 
that while silicone-based sprays 
may account for all 
patent leather sprays do not con- 
tain silicone. patent 
leather sprays do not contain sili- 
cone, we are not prepared to argue 
the validity of your charges, but we 


cold cracks, 


Because our 


are qualified to point out this omis- 
sion. 

“We and other quality chemical 
houses sell patent leather 
to shoe factories all over the coun- 
try, and surely if they are used so 
successfully this speaks well for 
the fact that patent leather sprays 
are not necessarily the danger you 
picture...” 


sprays 


Ripple Sole Granted Official 
Registration in Italy, Norway 

DETROIT — The Ripple 
trademark has been awarded official 
registration by Italy, it 
closed here by Leonard Hack, presi 
ident of the Ripple Sole Corpora 
tion. The registration will 
in effect for 20 years from the date 
of filing, February 12, 1957, and it 
is renewable. 

Earlier, the sole was officially reg 


Sole 


was dis- 


remain 


istered in Norway. 

Morton Hack, executive vice-pres- 
ident of the corporation, said trade 
mark and patent rights are pending 
in several other countries. 

He also announced that in Italy 
the manufacturing agent will be Dr 
Vittorio Sozzani of Milan. 





One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes- first quality 
from outstanding makers. 


IDEAL FOR 


Cancellation Stores 
Drive Ins 
Bargain Basements 


BARIS 


THE NATION’S FINEST 
CANCELLATION SHOES 


79-81 READE STREET . ee oe oe | Yy 
Cable Address: ALBARISHOE + Phone WOrth 2-5180 


Style 221 Dirty Buck, Red Sole 


New? BCD 
Mr—\! B,C, D 


$4.30 
$4.90 


Easy to fit, easy to sell. YOUNG BENDERS 
are made with modern lasts, right and left 
quarters. PLUS —leather linings, leather 
grain innersoles, quality soles and Good- 
year Welt construction. All this adds up 
to sales appeal with more profits for you. 


Write for new catalog of IN STOCK styles. 


made and sold by 


BENDER SHOE CO. 


Somerset, Pa. 
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GABLE Hi RANKIN 
Elevated by Trimfoot 


CHARLES J. 
Promoted by Hood 


Promoted... 


Charles J. Gable, to district sales 
manager in the Detroit branch of 
Hood Rubber Company, division of 
The B. F. He 


joined the company as a salesman 


Goodrich Company. 


a year ayo. 

Norman J. LeCompte, to regional 
sales manager for the southern di- 
United States 
footwear and general products di- 
With headquarters in At- 
will be for 


vision of Rubber’s 
vision. 
lanta, he responsible 
sales there and in the Dallas, Hous- 
Miami and New 
Thomas L. Mesenbourg 
was named regional sales manager 
for the eastern division, including 
the Baltimore, Boston, Newark, 
New York and Philadelphia 
branches. He will make Philadel- 
his headquarters. Earl E. 
Ramstead Mr. Mesen- 
sales for 
the east central division, including 
the Buffalo, Cincinnati, Cleveland, 
Detroit and Pittsburgh 
He will make his headquarters in 
Pittsburgh. 
Other U. S. 
to district sales managers, also in 


ton, Orleans 


branches. 


phia 
succeeds 
head 


bourg as regional 


branches. 


Rubber promotions 


the footwear and general products 
Alvin S. Droller, Pitts- 
burgh branch; John T. Hoffman, 
Buffalo; William E. Ware, Jr., Los 
Angeles; W. Ray Frazier, New Or- 
leans, and Thomas W. Ogilvie, Bal- 
timore, 

Hi Rankin, to West 
for the Trimfoot Com- 
Farmington, Mo., manufac- 
turer, in charge of activities in 11 
states. A. C. Lyons become 
semi-retired after 18 years and will 


div Isilon: 


Coast sales 
manager 


pany, 


has 


confine his activities to San Fran- 


cisco area accounts. 
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Cc. J. HOSLER 


NEAL WINDSOR 
Joins Trimfoot 


Shifted by Hood 


Ronald R. Menti, from assistant 
general manager to general mana- 
ger of Latex Fiber Industries, Inc., 
Beaver Falls, N. Y. 


Transferred... 


Neal Windsor, to a new territory 
as a district sales manager for the 
Hood Rubber Company, division of 
The B. F. Goodrich Company. He 
moves from Detroit to the West 
Coast, where he will head sales in 
the Angeles, San Francisco 
and Seattle branches. He replaces 
V. Jack Reed, who has’ become 
West Coast sales representative of 
industrial 
newly created post. 


Los 


footwear and gloves, a 


Appointed... 


Jesse Plotkin, as eastern sales 
manager for the M. K. Weil Shoe 
Company, St. Louis wholesaler. He 
will divide his time between the 
New York office, 138 Duane St., and 
travel in the half of the 
U.S. For 10 years he has managed 
Weil’s New York office and sample 
room. 

John J. Holden, to represent Wil- 
bur Shoes, a division of P. 
W. Minor & Sons Company, Batavia, 
N. Y., with his offices in the Mar- 
bridge Building, New York City. 
He formerly was eastern represen- 
tative for the Selby Shoe Company 
in its Arch Preserver division. 

C. J. (Chuck) Hosler, to 
the Arizona-New Mexico-Southern 
California territory for the Trim- 
foot Company, Farmington, Mo., 
shoe manufacturer. He formerly 
handled the Los Angeles and San 
territories for Mishawaka 
Rubber Company. 

Donald G. Keller and Charles T. 


eastern 


Coon 


cover 


Diego 


ROBERT W. KELEHER 
Elected at Howes 


CHRISTY REGGIE 
Back to Wellco 


Payne, as salesmen for Blum’s Rest- 
Time Footwear and Glamor Gal 
casuals of Blum Shoe Manufactur- 
ing Company, Dansville, N. Y. Mr. 
Keller replaces Jack Howard in 
Oregon, Idaho and Washington, with 
headquarters at Seattle. Mr. Payne 
replaces Gross Lay in Texas. 

Christy Reggie, as shoe consul- 
tant and technician at Wellco-Ro- 
Search, Waynesville, N. C. He re- 
turns to the firm after nine years’ 
absence. Once he was Wellco Shoe 
Corporation’s first and only em- 
ployee, working in a small loft in 
New York City. 

William G. Quinn, to the tanning 
staff of Amalgamated Leather Com- 
panies, Inc., Wilmington, Del. Mr. 
Quinn, who holds a doctor’s degree 
in chemistry, was formerly with the 
New Castle division of the Allied 
Kid Company. 

Dr. Wesley S. Coe, as director 
of research and development for 
the Naugatuck Chemical division, 
United States Rubber Company. 
He replaces Dr. D. Lorin Schoene, 
who has become an assistant direc- 
tor of research and development. 
Also named assistant directors: Dr. 
Arthur E. Brooks and T. J. Rhodes. 

Stanley J. Leifer, as advertising 
manager of Knomark Manufactur- 
ing Company, Inc., Brooklyn, pro- 
ducer of Esquire shoe polishes. 

Robert H. Hurley, as manager of 
central styling and design, a new 
post, in the plastics division of The 
General Tire & Rubber Company, 
Akron, O. 

R. J. Piekenbrock, to represent 
The Kendall Company’s Andrews- 
Alderfer division, Akron, O., in the 
Milwaukee area. He will carry the 
foam-fabric combinations which 
Andrews-Alderfer manufactures for 
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Appointed... 


the shoe industry. 

E. W. Jones, as manager of a new 
product planning department in 
Armstrong Cork Company’s indus- 
trial division, at Lancaster, Pa. The 
company said the department will 
“seek out, evaluate and recommend 
new product ideas and new market 
opportunities.” D. M. Smith re- 
places Mr. Jones as manager of the 
industrial division’s Philadelphia 
district office. 


Elected... 


Robert W. Keleher, as vice-presi- 
dent and a member of the top man- 
agement team of Howes Leather 
Company, Boston tanner. He 
formerly vice-president of the J. P. 
Stevens Company, textile manufac- 
turer, and general manager of its 
Hampton Fabrics division. He 
joined Howes in March. 

Arthur Goldman, as president of 
the Dorella Shoe Company, Haver- 
hill, Mass. He was formerly sales 
manager of the Stein-Sulkis Shoe 
Company there. Irving H. Brown, 
who has been president and trea- 


was 


surer of Dorella, continues 
treasurer and general manager. 

Nat Antler, as vice-president in 
charge of real estate for the Miles 
Shoe division of Melville Shoe Cor- 
poration, New York. 


as 





Half-Century at Blum Shoe 


Miss May Murphy, retiring as credit de- 
partment head after more than 50 years’ 
service with the Blum Shoe Manufactur- 
ing Company, Dansville, N. Y., accepts a 
gift from Philip W. Blum, treasurer. She 
was honored at a dinner party with 
Sales Manager Clem Morrison as toast- 
master and Bob Frederick and Harry 
Salinger attending from the company's 
New York office. 


210 Associates’ Golf Tourney 
Draws 161 Members at Boston 
BOSTON Some 161 
participated in the annual golf tour 
nament sponsored by The 210 As- 
sociates and held at the Common- 
wealth Country Club last month. 
Winner of the Cooney-Weiss silver 
trophy for the low gross score was 
Robert Gorevitz with a card of 71. 
A gold cup was presented to Stanley 
Barr, low net winner in Class A. 
The Abraham Shapiro Memorial 
Trophy, donated by BooT AND SHOE 
RECORDER for the low net winner in 
Class B, went to Ted Porosky. Low 
net card in Class C was turned in by 
Stanley W. Norkunas won a 
Paul Revere Bowl donated the 
Armstrong Norwalk Com- 
Other winners included: 
A — Peter Remis, William 
Tarlow, Robert Remis, John Cooney: 
Joseph Settino, Tim Welch, 
Paul Kleven, Charles Shapiro, Ray 
Ryan; Class C—Irving Heller, Wil- 
liam Cantor, Marvin Brindis, Albert 
D. Aronson, Allen Greenberg, Saul 
Shuman. 


members 


who 
by 
Rubber 
pany. 


Class 


Class B 


Special prizes went to Saul Katz- 
man and Milton Isenberg. 








FIRST IN STYLE AND PRICE 


R. C. BOYLES notes that Style conscious dealers are buying this Black 
slip-on with enthusiasm for At Once and for FALL delivery. 


fitting shoe. 
#29389, Black leather, GORE slip on, 


extra selling features. 

Complete line of SHU-LOKS® 
Men's size 12. in widths. Wellingtons. 
shoes stocked A to EEE, many other styles. 


from Child's 


BOYS’ WELTS at $3.90 and up in widths A to E according to style. 


FOOT KING* 


se | 


Goodyear Welts 
IN STOCK 


FOOT KING means BUSINESS 


Dept. 715, A. S. Kreider & Son Co., PALMYRA, PA. 





no mark sole B C D, $5.15 net. 
FOOT KING® shoes are tors in style at prices most people pay, and have 


POLLYANNA 
Chukkers. 


An excellent 


size 8 to 
*RIPPLE SOLEX 


Your Customers 
Buy Good Shoes 


SELL THEM A QUALITY DRESSING 


ELTONIA 


BY APPOINTMENT 
TO THE LATE 
KING GEORGE VI 
MELTONIAN CREAM 





229389 Men's 6/12 
PRICE ONLY 
$5.15 net 


CREAM 











SALOMON & PHILLIPS 
460 4th Ave 


AGENTS 


New York 16, N. Y. 
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BOX HANDLERS 
LONG ARM* 


The efficent box hondter 
QUICKER, EASIER, SAFER 





DON'T 
DRIVE 


“Trade Mark | 


your 


HEART 


up a ladder, it is not 
necessary Long Arms 

will reach the shoes on quadd| 
the high shelves for 

you quickly and easily 

Long Arms with handle lengths: 24°', 36", 48"' 
and 60''—$3.50. 72'' handles: $4.50. Postpaid in 
the USA. Specify handle length desired and if 
for men's or women's boxes. Satisfaction guar- 
anteed. Your jobber or 


CARL BEEMAN 
Cedar Heights Road Stamford, Conn. 


~~ 
le 











Patenied 








ORTHOPEDIC FOOTWEAR 








CORRECTIVE 
FOOTWEAR 


Recommended by lead 
ing Doctors for Men, 
Women and Children. 


249 Dutton St. 
Lowell, Mass. 


TARSO PRONATOR SHOES® 


for club feet— 

. prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made 


Established 1869 


STOVER & BEAN CO. 











and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway e Yonkers, N. Y. 





JOBS 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks ll Price Ranges 


Fine br 
MOSINGER-COHN 











N. Y. Shoe Travelers to Hold 
Annual Golf Outing July 17 


NEW YORK—The Boot and Shoe 
Travelers’ Association of New York 
will hold its annual golf outing 
Thursday, July 17, at the Harrison 
(N. Y.) Country Club. 

General chairman of the event is 
Tony Favor. Assisting are Dusty 
Rhodes, Ben Barnett and Al Fields. 
The Boot AND SHOE RECORDER is 
again donating a golf trophy. 


700 at St. Louis Shoe Trades 
Outing; Hole-in-One Tallied 

ST. LOUIS — Approximately 700 
members of the St. Louis District 
Shoe Trades Association spent a 
day in sports competition at Nor- 
wood Hills Country Club recently, 
with their annual picnic topped off 
by a banquet. 

In golf, Pete Fogerety of Peter 
P. Fogerety and Company scored a 
hole-in-one, the first ever recorded 
in the event. 

Five members were elected direc- 
tors for the next three years: George 
Curtis, George E. Curtis Company; 
Frank Proctor, Proctor Counter 
Company; Paul Johansen, Valley 
Shoe Corporation; Dave Ward, Trim- 
foot Company, and William Pegan, 
Fred W. Mears Heel Company, Inc. 


Leather Group Holds Outing 


MILWAUKEE—The Leather and 
Allied Trades Associates have pre- 
sented their annual meritorious ser- 
vice award to Charles H. (Chuck) 
Miller of National Shoe Products 
Corporation. Charles Loughrey, 
LAATA president and representative 
of several leather companies in the 
Milwaukee area, made the presenta- 
tion at the group’s annual outing re- 
cently at Thiensville, Wis. 

Ray Ettle of National Shoe Prod- 
ucts was outing committee chairman. 
George Dorr of Pfister and Vogel as- 
sisted. About 350 attended. 


Midwest Outing Sets Record 

CHICAGO—A record crowd turned 
out for the annual golf outing of 
the Midwest Shoe Travelers, held 
June 17 at the Itasca Country Club. 
This the ninth retailer-trav- 
eler event. Despite rain and chilly 
weather, nearly all participated in 
golf during the day. A dinner at 
which prizes were awarded was held 
in the evening. 


was 
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to Buy 








DISPLAY MATERIAL 








DISPLAY 

PRICE TICKETS 

For the coming Season 

Write for Samples 

THE BEREND G. STAUFFER CO. 
Since 1856 

6148 Venice Bivd., Los Angeles 34, Calif. 
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Everyone Who Knows Comes to BARIS 


SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A R | S THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 


Military Contract Awards 

PHILADELPHIA — The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contracts: 

QM _ 36-243-58-804, Labor Surplus 
Area Set-Aside portion, men’s oxford 
leather dress shoes with black upper, 
plain toe, leather sole and rubber heel 
—John Addison Footwear, Inc., Marl- 
boro, Mass., 53,001 pr. @ $5.2189, $276,- 
606.9189; Doyle Shoe Company, Brock- 
ton, Mass., 22,000 pr. @ $5.48, $120,- 
560. 

Negotiated award, men’s black ox- 
ford dress shoes—U. S. Department of 
Justice, Federal Prison Industries, Inc., 
Washington, D. C., 600,000 pr. @ $5.75, 
$3,450,000. 

QM 36-243-58-779, blucher style ox- 
ford safety shoes with black upper, 
semi-conductive rubber sole and heel 
John Addison Footwear, Inc., Marl- 
boro, Mass., 23,820 pr. @ $8.83-9.13, 
$213,906.12. Bids opened June 6. 

QM 36-243-58-924, men’s dress shoe 
lasts, U. S. MIL I—Vulcan Corporation, 
Cincinnati, O., 39,644 pr. @ $4.44, 
$176,019.36; Morton Last Company, 
Cincinnati, O., 17,500 pr. @ $4.44, $77,- 
700. Bids opened June 16. 

QM 36-243-58-NEG-179, men’s leather 
oxford dress shoes with black upper, 
plain toe, leather sole and rubber heel 
—Endicott Johnson Corporation, Endi- 
cott, N. Y., 68,645 pr. @ $5.18-5.33, 
$357,470.65. Awards were made by 
competitive negotiation after proposals 
were requested from 12 firms. Propo- 
sals were received until June 26. 
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This woman has a remarkable executive 
background and splendid achievement 
record in the shoe and leather industry. 
She is interested in a top-level executive 
post with a progressive firm in the indus- 
try, as assistant to the president or some 
equivalently responsible position. 
For the past 12 years she has been a 
director of styling, promotion and adver- 
working closely with shoe and 
manufacturing 


tising, 
leather executives and 
leading shoe retailers. She has an inti- 
mate working knowledge of sales opera- 


tions, production and leather technology, 





has played an active role in company 
finance, stockholders’ interests, personnel, 
public and labor relations, and in the 
over-all of a 
large firm. She has been on a policy- 
making, decision-making level, assigned to 
full or partial responsibilities in various 
areas. These activities have entailed con- 
siderable travel, intra-industry contacts, 
speaking before business and _ public 
groups, committee presentations, etc. She 
serves in an advisory capacity to several 
industry-wide programs. 


administrative functions 


A college graduate, with abundant execu- 


EXECUTIVE ASSISTANT 


tive experience, this is a woman of crea- 
tive talents intermixed with a mature ap- 
proach to business administration. Energy, 
sound judgment, thinking, 
ability to direct people and coordinate 
operations, productive in practical ideas 
—these are also among her qualifications. 


constructive 


This poised, able woman will be a superb 
administrative asset to a company or top- 
level executive in the shoe and leather 
industry. She is presently employed, in a 
five-figure bracket, but wishes to re-locate 
for reasons which can be discussed in a 
confidential interview. 


Write Box 249, BOOT and SHOE RECORDER, Chestnut and 56th Streets, Philadelphia 39, Pa. 








SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








OPPORTUNITY! 


We have several openings for side 
line representatives for our wonder- 
ful line of open-stock, in-stock, low- 
priced Juvenile Footwear. All open 
territories are well established. 6% 
commission, plus bonus, Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 














VOLUME SALESMAN 


Well rated, Established Sport Factory 
needs experienced executive sales- 
man. This man must have Chain and 
Mail Order contacts. He must be 
able to style and sell Sports and 
Flats in the $4 and $5 price field. 
Good starting income, excellent and 
secure future. Factory located in New 
England. Our organization knows of 
this ad. All replies strictly confiden- 
tial. Give complete information in 
letter. 

Reply to Box 252, care BOOT & SHOE RECORDER 

10 High Street, Boston 10, Mass 








SALESMEN 


Experienced-Aggressive 


One of the largest manufacturers’ distribu 
tors of ladies’ and children’s shoes (dress 
sport, casuals, flats, arches, etc.) has 
opening in following territories with es 
tablished accounts 

1. BALTIMORE, WASHINGTON, D. C., 
EASTERN SHORE, MARYLAND, VIRGINIA 
2. NORTH CAROLINA, SOUTH CAROLINA, 
FLORIDA. 3. MISSOURI. Any combination 
of above can be worked out 

Outline full details in reply. Will accept 
full or part time representatives 
Confidential. 


Reply to Box 258, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 




















CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising 
is payable in advance 











ORDER BLANK 


BOOT AND SHOE RECORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: | 


Please check if box No. is Wanted [1] 


State 


Enclosed is Check 0 
Money Order 1 





July 15, 1958 
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SALESMEN WANTED 


SALESMEN WANTED 


WANTED TO PURCHASE 








EXPANDING OUR SALES 
ORGANIZATION 


Following territories available: Western 
Pennsylvania, Maryland, Virginia, West Vir- 
ginia, North Carolina, South Carolina, Ala- 
bama, Kentucky, Ohio and Michigan. 
America’s Leading Wholesaler will pay lib- 
eral drawing account to men with estab- 
lished following, or you may carry part of 
our Line on Straight Commission basis. 

In stock, Nationally known Line of Men’s, 
Women’s and Boys’ Welt-o-Pedic—Tred on 
Air Shoes, Park Ave. Loafers, Flats & 
Casuals. 


A. MELTZER 
26-28 NW. Fourth Street, Philadelphia 6, Pa. 











NEED REPLACEMENT FOR OUR 
CENTRAL AND WESTERN PENNSYL 
VANIA, plus Ohio, well and long-established 
territory, to sell our line of top values in 
Men's, Boys’, and Children’s medium-priced 
sellers Must have experience State back 
ground Satisfactory drawing account. SAM 
CEL BRILLIANT CO., 86 Lincoln St., Bos 
ton, Mass 


SHOE SALESMAN—-LADIES'’ PLAY 
SHOES, Slippers, California and Compo; Well 
acquainted Chains, Department Stores. Brooklyn 
factory. Commission. Reply to Box 235, Boot 
AND SHOE Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna 


NATIONALLY KNOWN MANUFAC 
TURER OF RUBBER AND CANVAS 
FOOTWEAR wants salesman for established 
territory in Michigan, Ohio, and _ Indiana. 
Drawing account against Commissions, expenses 
and other benefits paid. Rubber or Leather ex- 
perience essential. Please give background, age 
and other information. Reply to Box 233, Boot 
AND SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna 


SHOE SALESMEN: FOR MEN OUAL 
IFIED TO EARN $25,000.00 a year we have 
several genercus territories available. Men’s 
Hi-Grade Italian Shoes, In-Stock and Make-Up. 
We pay top commissions. Nonconflicting Lines 
Enclose references and resume in 
first letter. Territories available entire South 
and Eastern Seaboard. Reply to Box 236, Boot 
aNd SHor Recorver, Chestnut & 56th Streets, 
Philadelphia 39, Penna 


acceptable 


SHOE SALESMAN WANTED FOR 
LEADING FACTORY with daily production 
of 7,200 pair Manufacturing Ladies’ Play 
shoes and Slippers to retail at $3.00 and $4.00. 
Cement lasted Shoes and California Process 
Shoes Expanding and have room fer exper 
ienced man to travel widely and make top 
earnings. Reply to Box 254, Boot AND SHOE 
Recorper, Chestnut & 56th Streets, Philadel 
phia 39, Penna 


WANTED SALESMEN TO HANDLE 
TOP DRAWER LINE of fast-selling Men’s 
Dress Shoes in Popular-price field. Must live 
in the territory Drawing account to men of 
proven background. State experience. Terri 
tories open: Ohio, Indiana, lowa, Michigan, 
Illinois, and Colorado. Reply to Box 257, Boot 
AND SHOE RecORDER, Chestnut & 56th Streets, 
Philadelphia 39, Penna 





LINE WANTED 





DESIRE FAST SELLING BRAND 
NAME CHILDREN’S LINE for Texas and 
Border States Write Box 1407 McAllen, 


Texas 





HELP WANTED 


HELP WANTED 











MERCHANDISE MANAGER! PROMOTIONAL DEPARTMENT STORE CHAIN WITH 
$100,000,000 ANNUAL VOLUME INTERVIEWING EXPERIENCED MERCHANDISERS 
TO TAKE COMPLETE CHARGE OF ALL SHOE DEPARTMENTS. SUBMIT COMPLETE 
RESUME. REPLIES KEPT IN STRICT CONFIDENCE. 


Reply to Box 251, BOOT & SHOE RECORDER, Chestnut & 56th Streets, Phila. 39, Penna. 








MAKING ROOM FOREMAN THOR 

OUGHLY EXPERIENCED in Manufacturing 

Cement Lasted, Closed Toe and Closed 

Flats needed for new factory in) Penn 

Ivania Must be able to break in new help 

Reply to Bex 253 AND SHok RECORDER, 
Chestnut & oth Philadelphia 

Penna 


Streets, 





SIDELINE SALESMAN WTD. 


SALESMAN FOR HIGH STYLE IM 
PORTED MEN'S AND WOMEN’S SHOES, 
carried in stock commission basis only but 
unlimited  opportunit for livewire 





salesman 
State Lines now carried and experience Reply 
to Box 250, Boor anp Suor Recorver, Chest 
nut & S6th Streets, Philadelphia 39, Penna 


SMART LEATHER BOWS, SHOE ORNA 
MENTS and FOOT SOX 
Manufacturer offers highest commission Reply 
to Box 16, Boor ano Soe Recorper, Chest 
nut & 56th Streets, Philadelphia 39, Penna 


Pocket size samples 


140 





FOR LEASE 





MEN’S AND WOMEN’S SHOE STORE 
Two selling levels—100%% downtown location in 
a city of 140,000 population in Indiana. Ap 
proximate annual volume $200,000. Established 
ver ) years; recently ccmpleted $50,000 
modernization. All nationally advertised brands 
in medium to highest grades Excellent lease 
lerrific growth potential for promotional mind 
ed management Reply to Box 256, Boor anp 
Suoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna 





POSITIONS WANTED 





ORTHOPEDIC SHOE RETAILER: Could 
you use a gocd man Friday? I offer my 
background of many years in the Retail 
Business ] Merchandising, Fitting 
present emoplo Desire change Available 
about September Ist. Reply to Box 255, Boot 
AND SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 











M. STOFF and CO. 

CASH FOR SHOES 

Closeouts—Complete Stcres 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 





CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 

















FOR SALE 


FAMILY SHOE STORE IN RENTON, 
WASHINGTON, Population 16,500; area pay 
roll about $3,500,000 per month; doing about 
$43,000 to $50,000 annually gross sales 
Handle Weather Bird Shoes for boys and 
girls; Velvet Step and Penalgio for women; 
Williams Shoes for flats; City Club and Wes 
boro for men and growing boys, and B. F 
Goodrich Rubber Footwear. Good repeat cus 
tomers We have about $23,000 stock and 
good, medern fixtures. Will sell reasonable 
IIIness forees selling, COURY’S RENTON 
SHOE STORE, 916 Third Avenue, Renton, 
Washington 





FOR SALE: $600.00 ADRIAN SPECIAL 
X-RAY MACHINE, like new. $100.00 takes 
it CORT SHOES, INC., 1261 West 6th 
Street, Cleveland, Ohio. 


FAMILY SHOE STORE, doing Excellent 
Business in Philadelphia’s Fastest Growing 
Section. Excellent Opportunity. Reply to Box 
248, Boor AaNp SHOE RECORDER, Chestnut & 
56th Streets, Philadelphia 39, Penna 





FOR SUBLEASE 





FOR SUBLEASE: ATRCONDITIONED 
SHOWROOM, with receptionist service De 
sirable location in Marbridge Building, New 
York. Call LOUIS ROSENWASSER, Wis 


consin 7-6148 





WANTED TO LEASE 








SHOE DEPARTMENT WANTED IN 
POPULAR PRICE DEPARTMENT STORE 
or Specialty Shop. Radius of 50 miles from 
Philadelphia. JACK LIPTON, 5127 Whitaker 
Avenue, Philadelphia, Pa 


Ben Berkowitz has been appvoint- 


ed shoe merchandise manager of 
Thalhimers 
Richmond, Va. He had been man- 
ager of footwear since 1954. 


department store in 


Boot and Shoe Recorder 





Wanted to Purchase 








“Uncle Sam” 
will soon prove 
Sputnik and Muttnik 


are old numbers 


CASH 
TOP PRICES 


i SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . - quality men’s 


will buy your | women's and children’s shoes. 
old numbers | | By Sime Footwear ‘OR OVER 43 YEARS 


MOSINGER -COHN 


1235 Washington St 


LOUIS CAMITTA & SON 
91 READE ST., NEW YORK, N. Y. 











N 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 


BARIS 


THE NATION'S FINEST 


CANCELLATION SHOES Also complete stores considered 


Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7, N.Y. * Tel: WOrth 2-5180 


MHHHCHE@CHHC@@@@@EHEHEEEEEHEEEEEEEEEEE@EEEEEEEEEEAMEEECEECX@T#€@MMllll 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 








WE PAY MORE /..,.,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1|-9830 














Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick actionwrite, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since 32 
“While in Town See Weil” 











e discontinued 
lines 
e complete stores 


GAFFIN SHOES 


inc, © BE 3-7290 
146 DUANE $T., WW. ¥.C. 


"COMPLETE STORES ® 


WANTED: 


Confidential negotiations by 





rated . . . experienced retailers 





: ARRONSON BROS. & BAYROFF ' 


100 Chambers St., N.Y.C. RE 2-4170-4171 
meee eee ee ee 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS 
COMPLETE SHOE STOCKS A 
a LEASES ASSUMED 
— YOUR NAME PROTECTED py 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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As in previous years you are being offered real savings during this traditional 


J. W. Carter promotion. 


And, by ordering now, you can get long dating for 
your Fall purchases as well as further price reductions for volume orders. 


Don’t let another day go by without investigating this outstanding opportunity 


for extra profits. 
directly to 


For full details, check our local representative or write 





J. W. CARTER COMPANY 


P. O. BOX 30 


The Label with 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


“trade mark 


BARRETT & COMPANY, 
NEWARK, NEW JERSEY 


NC, 


Dover, N. H., Factory to Open 

DOVER, N. H. Footwear, 
Inc., a new shoe manufacturing firm, 
will begin operations in the former 
Pacific Mills building here about 
August 1, according to Carleton 
Ginsburg, president of the company. 
He said the firm will employ about 
100. Other officers are Samuel Breit- 
chairman of the board; Philip 
and David Breit- 
Breitman, 


Tiara 


man, 
Neiman, 
man 


treasurer, 


and Leonard vice- 
presidents. 


The firm will make women’s shoes. 


142 


NASHVILLE, TENNESSEE 


New Haverhill, Mass., Firm 
To Make Replaceable Lifts 

HAVERHILL, MASS.—A _ new 
firm, Prest-On Top Lift Company, 
has been organized here to make 
replaceable fiber and nylon lifts. 
President and treasurer Harold 
Doherty, Jr., who is also president 
of the Eagle Wood Heel Company 
of this city. 

Low initial cost, ease of installa- 
tion and durability are claimed for 
the new product, which will be mer- 
chandised to manufacturers and the 
shoe repair trade. Prest-On Top 
Lifts, Mr. Doherty said, are par- 
ticularly adaptable to thin heels on 
women’s shoes. 


is 


e Trade Literature 


Booklet Traces 150 Years 
Of Iselin Factoring Business 

NEW YORK — William Iselin & 
Company, Inc., the country’s oldest 
and largest factoring organization, 
marks its 150th anniversary and 
traces its own story in a 24-page, 
hard-cover booklet recently published. 

Morton Goodspeed, president, said 
the volume is being presented as a 
memento to schools, colleges, Iselin 
clients and principal members of the 
nation’s financial and business com- 
munity. 

Iselin has a large volume of busi- 
ness in the shoe, apparel, furniture 
and related fields. The firm pur- 
chases outright the accounts receiv- 
able of its clients goods are 
shipped, and it also handles all credit 
and collection for them. 

Since 1932 Iselin & Company has 
independently 
T. Fi- 


as 


been a wholly owned, 
managed subsidiary of C. I. 
nancial Corporation. 

Today, according to the illustrated 
Iselin almost 400 


booklet factors 


companies whose combined annual 
sales approach $1% billion. 


‘Fact Calculator’ from Brown 
Gives Salesmen Market Data 

ST. LOUIS — Brown Shoe Com- 
pany has furnished salesmen 
with a pocket slide guide it calls 
the “Shoe Market and Merchandis- 
ing Fact Calculator.” The calcu- 
lator shows market data about U. S. 
population; changes in the shoe 
market, 1948-56, by retail price 
range; department store shoe op- 
erations, and comparative expenses 
and profits of Brown franchise 
stores vs. other stores. 

Roy St. Jean, Brown’s manager 
of market and sales analysis, said 
the company has received requests 
for several hundred additional 
copies. 


its 





Athletic Footwear Catalog 


COTHAM 


tNMhe li 


, 7 
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Bowding 
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70t hates 


wemasinen Gotham Series wir CROeting ATMUTK toorweaR 


YOU CAN DEPEND Ox Yogem ATRL 
bea 


{e9T was 


New fall-winter catalog just published 
by Gotham Shoe Manufacturing Com- 
pany, Inc., pictures on the cover the 
company's facilities at Binghamton, N. Y. 
The booklet lists a wide line of athletic 
footwear for men, women and children. 
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BOX TOE AND LINING 
TRIMMING MACHINE 
MODEL C 


Prepares men’s, women’s and children’s shoes 
for flat toe lasting 


® PREFORMS THE TOES 


® TRIMS LOOSE LINED, COMBINED LINED 
AND UNLINED SHOES UNIFORMLY 


® PRODUCES IDEAL CONDITIONS FOR 
FLATTER BOTTOMS AND SHARPER 


= 
FEATHER LINES (BACT 


Jnited. SHOE MACHINERY CORPORATION 


Boston, Massachusetts 
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Style 2352 Style 1311 
ROMA Last ROMA Last 
Slip-on Slip-on 





Brown Alligator Calf Black Storm Calf 





Style 873 
ROMA Last 
Flexible Fetherwat 
Hawthorne Hampt 
Calf 
















ptlor 





Live the Good Life with 
Nunn-Bush Superior Comfort 


The extra operations and pattern innovations that : Sane 


give Nunn-Bush Shoes their stretch-removed, heel 

snugging comfort also nurse good looks through IF IT’S New 

extra months of satisfying wear. When ANKLE- IT’S NUNN-BUSH 
FASHIONING earns its keep with extra miles of 
cost-free smartness . .. and conserves energy through 
your most precious hours .... buy Nunn-Bush Shoes. 


from *19-9 


First in Quality! 
See your local Nunn-Bush Dealer 


NUNN-BUSH SHOE COMPANY e MILWAUKEE 1, WISCONSIN 


Makers of Edgerton Shoes from $10.95 ANKLE-FASHIONED SHOES 







Style 2551 

CLYDE Last 

Imported Brown 
Seotch Grain 





Write for Elaborate Nunn-Bush Catalog 





THE 3 RS © 





OF BACK-TO-SCHOOL 
SALES 


* + 
ealistic eee even our In-Stock Department... as amazingly fast as it 
is... can’t guarantee miracle delivery of much-too- late, 


last minute orders. 


ecorded. ee get your orders in and on the books well ahead of time; 
anticipate your future needs now. 


eady. eeeeee with the styles and colors and sizes your customers want, 
when they want them .. . back-to-school buyers won’t wait. 


THE 


TRIDE NITE 


Green Shoe Mfg. Co., Boston, Maas. 








